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No. 5774/7 
7 stones, 5 points or larger 








No. 5158/7 


9 stones, large center 








a . . In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 

with unusually massive tops into which precious stones can Al ik T r 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U ER & c oO | 


as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 


Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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where the and the get together 


NOW THE BEST ADVERTISED and PROMOTED 
WATCH IN THE LOWER-PRICED FIELD! 














€ * 
| | } nN O1S means Hamilton Profit» Hamilton Prestige - Hamilton Promotion + Hamilton Protection 











sold direct to retail jewelers by the HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 
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Custom Packages for 





America’s Foremost 






Products = == 










Over the past 40 years, many of America’s lead 
ing manufacturers have turned to Arrow for 
their outstanding packages. They have learned 
that Arrow craftsmen and engineers have the 
experience and the design-skills to custom-tailor 





Leatherette 
Covered 


METAL 


packages that consistently spark sales, win prel- 






erence, stimulate volume. 












They have discovered, too, that Arrow’s equip- 
ment—most varied in the packaging field— 


rnin 
nnn 
ee 


permits an unlimited range of techniques i 
metal, plastics, fabrics or leatherettes. 





Arrow’s merchandising staff offers consultation 
without obligation, on all packaging projec. 














P yr Manvfacturing Company, Inc. ~ 
567 Fifty-Second Street, West New York, New Jersey 
Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 

_ SPECIALISTS IN THE DESIGN AND PRODUCTION OF DECORATIVE BOXES & DISPLAYS 
















‘f/vailable as finished ring mount- 
ings or as findings, the KB Die Struck 
line is Designed and Styled to help 
you make a better ring at a better 


SPECIFY K & B THE LEADING 


DIE-STRUCK RINGS Mw RING FINDING 
AND FINDINGS ... 170/47043/114 44090/307 MANUFACTURERS 


AND BE SURE 
AABLAN & DLEGHIER, 


ag a Te aa /8B WEST FOUBTH STREET NEW YOBK I4.N Y 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARILAN & SBLEIC MER 
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MEDANA 


Oty, ys ch Owes 50 Much tor So litte 














The Facts Speak for Themselves — 


: MEDANA steps up your store traffic and profits month after month with low 
| prices and fast-moving styles that attract the mass market. Over 100 designs 
for ladies and men, girls and boys. 7 jewel and 17 jewel, dress and sports 


watches. 








MEDANA is the sales ammunition your, store needs to combat department 
store sales and closeouts. It offers you a steady source of supply, brilliant up-to- 
the-minute styling, guaranteed "quality and national advertising prestige. 


ae mee 
aS 


4 MEDANA rings up extra sales as a second watch for everyday wear. It’s 
America’s only complete line of watches in the low priced bracket. 


MEDANA is the surest way to a more 
profitable watch business. It offers you the 
best mark-up in the low priced watch line. 





MEDANA< is guaranteed in writing for 
one year, with free factory repair service. 
All Medana parts are interchangeable and 
easily obtained. 


7 F E MEDANA is Leganesep for yon he ee 
) tional adve advertising. 
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In our ring blank line, you will find a 
complete assortment of shapes and 
styles to meet every requirement... 
no matter how varied your needs may be. 


Also, you will discover, when using 
our line, that production has been 
carried forward to a point where a 
minimum of labor is required to turn 
out the finished -piece, 


Included, are plain blanks in all shapes 
and widths, rim rings for wide 
ornamental bands, channeled and azured 
rings for any size diamonds, fishtail 
and fancy rings. 


All these are made in jewelry 
palladium and gold and in 10% iridio- 
platinum. Segmental and fancy rings may 
be had in jewelry palladium-gold 
combinations, too. 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK « SAN FRANCISCO «+ CHICAGO + LOS ANGELES 
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by the Orient 


‘Genuine American Jade by R. F. 
Simmons. Beautifully shaded stone set in elegant 
sterling silver motif. Earrings to 
match. Designed to complement the season’s rich 
fabrics. Designed, of course, to sell! 
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NECKLACE, SSNC-9 $20 Suggested keystone plus tax 
EARRINGS, SSE29 $8.25 Suggested keystone plus tax 
SET, LSS 96-2 $28.25 Suggested keystone plus tax 


R. F. 


COMPANY 





ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS *® SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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these are the facts: 


You can buy cheaper price. 
You can buy better quality. 


but we honestly believe 


YOU CANNOT BUY 
BRISTOL QUALITY 
ron CHEAPER PRICE! 


There are additional reasons for buying Bristol rings. 





They are: 


e Nearly 50 years of prime manufacturing experi- 
ence that represents savings to you. 





e A really complete line of beautifully styled 
wedding and engagement rings in every price 
range. 


e Prompt, dependable service on all orders, large 
and small. 


e A powerful new advertising campaign that con- 
centrates on dealer-aids. Ask to see them. 


your best buy is BRISTOL 


BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street * New York 38, New York * COrtlandt 7-6260 
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Priceless Heirlooms? 


e 


No, but they have a priceless heritage a. 


ad 
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... they're WHITING & DAVIS 


—_— = 
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) : 7 Theyre new, they’re old, they’re good. 
They’re part of a quality jewelry line by a 
«\ \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 






Who better than Whiting and Davis to do 


such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 
masterpieces have dazzled the fashion world for nearly eighty years. 





That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., Inc., Plainville, Mass. 
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HAND IN HAND WITH FASHION=-SINCE 1876 
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BULOVA creates the great new watch series: 


‘GODDESS OF TIME: 


kKLewewe es we eee eee ee eee eee ee oe 


Br etton gives you all the watch band sizes for the 


Goddess of Time... preventing sales losses and sales delays! 
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Now you can accurately and instantly fit customers with larger 

or smaller wrist sizes with the exact, exclusively designed style for every 
Bulova Goddess of Time Watch... Because only Bretton gives 

you the Goddess of Time Watch Band In-Stock Size Package, assuring you 
of the right band, the right size, at the right time! 


The package contains 16 bands on famous 
Bretton Space Savers: LONG « EXTRA LONG 
SHORT - EXTRA SHORT 


The entire package costs you $53.00 
To retail for $175.20 F.T.L. 


Bretton sales representatives are on their 
way to introduce the Goddess of Time Watch 





Band In-Stock Size Package to you now— 


or, for immediate information, call, write or wire: 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N. Y. 


We are prime contractors in the defense effort. 
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for your 
fine tings 





The clear, cool beauty of this new Dennison case 
will reflect the brilliance and charm of your fine 
rings. It is made of smooth pearl plastic — designed 
for either a man’s or woman's ring. 








Ask your wholesaler to show you 6750X has softly curved lines — 
the complete Dennison line and a gold leaf design on the base 
for that extra touch of decor. A 
FOR RETAILERS: A complete ane of wire stand on the bottom swings 
boxes and cases, findings and supplies. ak tos 4 dhs cone fo bates dis. 
FOR MANUFACTURERS: A wide range play — folds under when not in use. 
net designed paper jewelry boxes This case is available in white, pink, light blue or 
ana cases. 


light green plastic, with contrasting velvet linings 
and white rayon satin cover cushions. Cases come 
in individual packers — cartons of one dozen. Order 
by number, 6750X. 


e 
S)ennisow MANUFACTURING COMPANY 


JEWELER’S DIVISION Marlboro, Massachusetts 
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Take the most profitable steps 


(1) You introduce shoppers to fine value, 
17-jewel Elgins. 

(2) Then you bring out Elgin’s exciting 
new 19-jewel series. 


(3) Finally, the climax—fabulous 21-jewel 
Lord and Lady Elgins. 












Only Elgin has the 
heart that never 
breaks, the guaranteed 
DuraPower Mainspring 
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For what’s new in the 
watch business, watch 


in the book! 





The result . . . a surprisingly large number 
of shoppers in the $33.75 class step up to 
high unit, high profit Lord and Lady 
Elgins, starting at $71.50. 


Try it yourself. It’s as easy as one 
—two—three. It’s very profitable, too. 


Elgin National Watch Company e Elgin, Illinois 


ELGIN 
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for Christmas... 


America’s Most Highly Styled Line of Stitechless Fine Leather Billfolds 


IT’S 50% PROFIT FOR YOU... 
The Biggest Mark-up of Any Line of 
Nationally Advertised Billfolds! 


The difference between little billfold business and BIG billfold business 
this Christmas will be styling ...the Craftsman brand of styling! 
Because only Craftsman gives you such a tremendous array of high fashion billfolds 
for men and women! Exclusive jewelled tabs! Rich hand-colored embossing! 
24 Kt. gold tooling! In patterns so unusual, so eye-catching, that a 
Craftsman Billfold sells itself on sight! 
And the difference between little billfold profits and BIG billfold profits 
all year ’round is the full 50% mark-up you get with Craftsman, 
and Craftsman alone of all nationally advertised billfolds! Add to this 
the many exclusive Craftsman features, the outstanding Craftsman quality, 
and the mammoth pre-selling job Craftsman is doing for you, 
and you have everything you need for € 
a record-breaking billfold business this Christmas. ’ 
Get in touch with your Craftsman distributor now. 
Craftsman Billfolds retail from $2.50 to $20.00 


Nationally 
Advertised 


Participations 
Every Week in High-Rated 
TELEVISION and RADIO Shows, 
Coast to Coast! 
— = 4 Big Christmas Campaign 
this Cs SMM: es jn 8 Top-Circulation 
CRA ToM>.™ National Magazines! 


Me cde 


Prices plus tax. . 


Il. SMALLMAN & SONS CO. 47 West 34th Street * New York 1, N. Y. 











JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 


and casts exceptionally clean. 
SUPPLIED IN ALL FORMS | 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 


_ SERIES 485 SERIES 570 


HONESTY e 6) ACCURACY 


tat =| =~ REFINERS & SMELTERS | JeWeLERs 
GOLDS FOR HALF A CENTURY PALLADIUM 


| Send us your Sweeps, Filings and Scrap 
JOSEPH B. COOPER & SON inc. 


'25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Out of Handy & Harman’s research laboratories has come a 


steady flow of metallurgical developments in karat golds, 
Gl lf t They include the perfecting of karat gold compositions for 
UA each specific operation in the making of jewelry and 


other articles of gold . .. compositions with the right working 


properties for stamping, spinning, engine turning, 
QO S casting, enameling ... compositions that are just right for 
watch cases, for rings, for compacts and boxes, for 


pens, for optical goods. They include also the perfecting of 
processes and controls that assure unvarying fidelity 


THAT EASE THE to karat, physical properties, gauge and finish in every dwt 
JEWELRY MAKER’S P ATH produced. By easing the manufacturer’s path and making 


possible better quality at lower cost, Handy & Harman Karat 
Golds benefit the entire jewelry industry. 
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The Kentucky Derby Gold Cup is a notable example of the 
benefits derived from Handy & Harman’s “‘specific-purpose” 
Karat Golds. The difficulty and high cost of producing 

the cup each year was ended in 1930 with the perfection 

of H&H gold alloy *29 specifically for deep drawing. 

The cup has been made from this alloy ever since. 


Ge, BS 


LE . 
Cn BE 
t Me 


“ HANDY & HARMAN 


82 FULTON STREET e NEW YORK 38, N. Y. 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK 36,N. Y. 


Quality frrectous m elals since 1867 


BRIDGEPORT, CONN. * CHICAGO, ILL. * LOS ANGELES, CAL. © PROVIDENCE, R. I, * TORONTO, CANADA 
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Get on the 





\essions 
Scket for Xmas! 


Don’t be grounded by 
low stocks. Order now 
for the big lift in 
holiday business 


This whirlwind year of Famous Firsts for Sessions will wind up 
in soaring holiday sales. Get on now to ride up with the big 
new national advertising campaign for Sessions. Check your 
stocks. Call your Sessions distributor today. 


Be a smart retailer. Sell the clock line with the longest 
profit margins. 










Sessions New Thin Movement. Fewer moving parts set 
Sessions years ahead in electric time. 






The Saucer Clock. America’s lowest priced quality kitchen clock— 
a thin, wall-hugging beauty at only $3.95. 






You sell two clocks where you sold only one before. 






Frictionless Lubricone Lubrication. New lubricant, exclu- 
sively Sessions, makes longer-lived, quieter clocks. 






Nation-wide Advertising! Full-color page 
in the Dec. Ist LOOK, and a full-color spread in the 
Dec. 15th issue of LOOK, will carry the Sessions 
story home to your customers from now to Christmas! 


£ The Perfect Pair Gift Package. New merchandising sensation. 











6 Tower of Sales Strength, the Sessions 
Clock Tower is the most versatile, space-saving, 
sales-making permanent display unit in the business! 


Styling by 
Mac Tornquist 


es 













*All prices plus applicable toxes. 


e€SS1ONS 
yo — 



















YEARS AHEAD IN ELECTRIC TIME 
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S$ ack 7 ig on Faster NOW 


Don’t miss sales for lack 
of popular priced items 
that everybody needs » 
and wants — Foster td 
quality watchbands. a‘ 46 
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| 
@ Foster’s plastic trays have a Santa Claus insert in the envelope ~O STw 


on the reverse side. Dress up your tray with this colorful sales aid 


FOSTER METAL PRODUCTS Inc. 


You can sell the Foster line in volume at popular prices and get the Attleboro, Mass. 


for the holiday season. It makes an effective counter merchandiser. 


volume of sales that gives substantial profit. 
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el Dy ig all year round | 


A big stock of Foster products 
is a profitable stock. You 
make extra sales by 
having the goods on 
hand. A large stock 
soon liquidates itself 
because it is styled 













IDENT-O-GRAPH right and 
G.F. $9.00 we S'S eee OL riced right. 
Rhod. Fin. $7.20 Key “al § VV YY 2 P “a 









G.F. $10.35 Key 
‘fe Ster. plaque, 
7.2 - Rhod. fin. $8.25 Key 










No. 93 
G.F. $7.35 Key 














Ster. plaque, IDENT-O- 
Rhod. fin. “a 
$5.85 Key Rhod. Fin. $7.05 Key 










G.F. items are 1/20 10K 
G.F. quality top shells with 
stainless steel backs. 





@ IDENT-O-GRAPHS are available Ay. | 
in our popular 6-in assortments packed O STS 


with a free display. The ladies’ display FOSTER METAL PRODUCTS Inc 
is shown set up with the colorful IDENT- : 
Attleboro, Mass. 


O-GRAPH package. Order by the 
assortment. 
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a : ‘ Sold Directly to the 





a : Retailer by the Manufacture 








We are proud to be the 


FIRST 


to Introduce SYNTHETIC 


ee SOS 


2 | Nationally famous jewelry designer Fred Barel again scoops the 
_» _ entire Jewelry Industry. This time he is the FIRST to create a brand “@ 
~_« new, fabulous assortment for Barel Bridals Matched Wedding Ring Sets 


», elegantly crowned with breathtakingly beautiful *Linde Synthetic 


Ne » Star S bies. 


zs COM 


> __ Write us and we’ll be happy to have our representative 
r= ~—~—s«yeu samples of these beautiful, sensational origina 


assau Street + New 


AIS Soe 
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72 F 017 $12.00 @ 
72 $ 007 10.50 & 
(as necklace) Ss 
70 F 017 $24.00 
$007 22.50 “SS 
















70 F 008 $27.00 
70.$ 008 24.00 


‘as bracelet) 


72 F 008 $13.50 
72 S$ 008 = 12.00 
























- 

f 

e 

» 

2 F028 $14.25 ‘ 
72 $ 036 12.00 
(as necklace) : : 
70 F 028 $28.00 | 
70 $ 036 24,00 a 
ail 

ei 

|| 


ee eS ae | 
© ae 
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7i F 563 $4.00 
7i$ 563 3.30 


ae 


“ So) 71 F 562 $6.00 


7i S 562 5.00 


~ * wee oe -amed 





1 F 582 $7.50 
$582 6.75 








7 ms. #2 





1 F 564 $4.00 
NS $64 3.30 





~ 
‘ee 
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2 — ao 
gSIF IFAS Fs 


37 
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71 F 584 = $8.40 
71 $ 584 7.50 



















2$ 003 $11.25 

i 

72 § 002 $10.00 

12 F 005 $15.75 

BaP ALL PRICES KEYSTONE 

(aS necklace) 

70 F 005 $31.25 

i 70$ 005 28.00 

aes a ee Ee 

| Forstner Chain Corporation F1/20th 12 Kt. Gold Filled JEWELRY’S NAME FOR QUALITY 
Irvington 11, New Jersey S—Sterling Silver 








Mr. Retail Jeweler... 









Promoting interlocking 
bridal sets is the wises 
kind of merchandising 
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T.M. Reg. U.S. Pat OF 


OFFERS... 


Tried and Proven Mechanical Pood 
Tried and Proven Selling Kos 


Tried and Proven Sti it Londowhip 
Tried and Proven Dealer Selling Todpu. 


Over a million Feature Lock Interlocking Rings sold 
AMERICA’S MOST in only a short time is tried and proven testimony for this 
BEAUTIFUL greatest achievement in over 100 years of ring making. 
Make sure, when you promote interlocking rings, that you 
BRIDAL SETS | are building for the future. “Your Future is with Feature Lock.” 


SOLD THROUGH AUTHORIZED DISTRIBUTORS. 

















FEATURE RING CO., INC. e 126 WEST 46th STREET e NEW YORK 36, N. Y. 
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Today, more men 

wear Gruen Autowinds 
than any other 
self-winding watch 

in America... 


Typical of style and selling leadership 
that has meant a tremendous surge of 
added profits for authorized Gruen Jewelers! 











1 Only Gruen gives you the most complete line 
of beautifully styled watches, with exclusive sell- 
ing features to encourage “creative selling” by 
your salespeople. 


2 Only Gruen gives you practical retail selling 
help with the only real “cooperative advertising 
plan” in the industry, to reduce your cost of 
business. 


3 Only Gruen recognizes your selling needs by 
planning and giving you a steady year-round cal- 
endar of powerful promotions, to end the fear of 
“slow months.” 7 


4 Only Gruen works to protect jewelers’ profits 
by devoting the tremendous Walter Winchell 
Radio and TV shows to urging the public to buy 
only from Authorized Gruen Jewelers. 


ROUEN 


THE PRECISION. WATCH 
The Gruen Watch Co., Cincinnéai. Ohio 


The watch line that 
works for the jeweler... 





FOR NOVEMBER, 1953 23 











og ona 


nn Oy — 
ASSO AE ATES “i aeRO Agere iat 


Every paragraph of this Watchmakers of 


“Only your jeweler can help you 


HERE’S THE WAY TO TURN THIS TRAFFIC-BUILDING 
MESSAGE INTO VITAL YEAR-END PROFITS 





This is the crucial profit season for 
Quality Jewelers! Last year’s figures show 
that 42 per cent of the annual jewelry 
store business was done 1n the last quarter. 
And almost 50°% of this business 


was represented by watch sales alone! 














So set a new sales target for the 
1953 Christmas quarter! And let The 


Watchmakers of Switzerland help you 


hit it. Yes, we planned ahead with sales 





SS oA | training and store traffic aids to help you 


OF TOTAL JEWELRY |STORE 
| BUSINESS| = 





meet—and beat—your sales problems. 














MORE TRAINING to help your salespeople sell—and sell UP! 


i ares as 








tetera 


ee 
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“Answers That Sell The Fine Swiss Watch’’ Put it to work! Let this new book teach your 
is an entirely new approach to sales training. salespeople the proved answers that turn cus- 
In this handsome book you and your sales- tomer questions into sales. This complete in- 
people will find the words-and-pictures story store training program is FREE from The 
of what makes watch sales tick. So... Watchmakers of Switzerland. 


You'll soon be receiving your order-card in the mail—make sure you get it back to us as soon as possible. 
“For the gifts you'll give with pride—let your jeweler be your guide” 
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Switzerland Christmas ad tells your customers: 


choose a really fine Swiss Watch” 


MORE TRAFFIC 


This may seem just another ad for 





fine Swiss watches .. . but look again. 
It’s also a big Christmas traffic-builder 
for YOU! Every paragraph sells you 
hard: “Your best counselor is your 
jeweler... Your jeweler can point 

out the differences ... Let your 


jeweler show you... Rely on 













your jeweler.” 


Now it’s your move! 

When you get your order- 

card, send it in for your FREE 

sales training book. And tie in 

your store with the Christmas 

campaign by displaying this 

Watchmakers of Switzerland ad. 

More training and more traffic add 
up to more year-end profits. 


The WATCHMAKERS OF SWITZERLAND 
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NEW! 
THREE DIMENSIONAL 


RELIGIOUS MEDALS 
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wonderful sculptured depth 
added to Catamore quality! 
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1-3D 2-3D 3-3D 4-3D 5-3D All medals boxed as shown, in steel, 


Each medal shown actual size satin-lined, snap-hinge box .. . with 
heavy Sterling 24” chain. 


ust the first of many new designs to come... these Sterling 
Silver Miraculous Medals combine rich, 3-dimensional depth and 
weight... with Catamore’s famous quality and 
craftsmanship ...an outstanding sales feature for your 


religious jewelry counter. THROUGH YOUR WHOLESALER 








THE CHTAMORE COMPANY 


231 PINE STREET, PROVIDENCE 3, R. I. 
YORK © CHICAGO °* SAN FRANCISCO 














NEW 
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don’t let this great self-wind 
profitmaker slip through your fingers 


a) 






























The best self-wind watch on the market 
is also the most profitable for you! Here’s why: 


No Comebacks— 


You can sell the Aquamatic safely without fear 
of returns or customer complaints. 


Easy to Repair— 
The Aquamatic’s self-wind unit can be replaced 
in 3 minutes. 


: 23% More Accurate— 
: . “yy seal ‘ | Write for report by independent testing laboratory. 


’ Waterproof* 4-Screw Back Case— 


far superior to ordinary screw-on cases which do 
not hold the movement properly. 


Smartest Designs— 


including ultra-modern rectangular shape for 
men, and smallest self-wind ever made for women. 


Priced for Profit— 


Aquamatics retail from $42.50 to $175.00 fed- 
eral tax included. 


*as long as crystal is intact, case unopened 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York, N. Y. 


Please send sample Aquamatic A. [] B. [J 
C. (] D. (J and complete information about 
self-winds. 


SIGNED 
STORE NAME 
ADDRESS , 

CITY STATE 


the AQUAMATIC by 


CROTON 
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Our New Ear Clip Has Been Improved 


Our clip No. 67 has been improved in design and internal structure over our original 
ill like the new features that will help this number, either assembled 


allen 


FINDINGS— 


SOLO TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC. °* PROVIDENCE, R. I. 





shipments. You v 
or unassembled, win more friends in the trade. 





DISTINCTIVE FEATURES OF BALLOU FINDINGS 
PROTECTED BY LETTERS PATENT. 

PAT. NO. 2,583,988 

DESIGN PAT. NO. 156,452 
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o make still more people want... 


WESTINGHOUSE ELECTRIC HOUSEWARES 





AND BED COVERINGS FOR CHRISTMAS 


ion Campaign 
Westinghouse Climaxes Its Biggest Ad and Promotion Camp 





7 Full page color ads on nine delightful ways to sayin ry Christmas’ 
ELECTRIC HOUSEWARES 
AND BED COVERINGS 


like this one in the 


Saturday Evening Post 
DEC. 5 


S mest useful new Westinghouse w 
OOk-N-Fryer tt Ss More COOkS, fries an 
B'g Six Quart Capa 


'ty Beautityi Chrome fj 


house Grill-n-Wattier beautiful, versatile and sure The 
to please her! Toasts, fries and erills.. or bakes Dig. delicious Pop 
waffles Automatic Signal Light ang Selector Diat Onty $29.95 


¢ serves! 
nish Only $29.95 


teast Westin 
S2@s of bread Sp 
2 INCH for @asy 


sift fer 
Up Toaster Toasts alt 


Rouse Automate 
faises smal Pieces an extr 


eC ial lift-up feature 
removal. Oniy $22 


I! BETTY FURNESS 


Commercials on 
Westinghouse 
~ 


STUDIO ONE 


estinghouse Warming Pag 
ft Warmth where 


A Personal, highly th 
it's Needed when it’s needed 3 
Pwitch Cover of 


Oughtful For 
SOff. quilted rayon -satin Wet Proo 


Cooking holidays, BIve a handy Westinghouse Westinghouse Electric Blanket 5, Electric Sheet 
Temperature Roaster-Oven Cooks complete meais for 5 or automat; million, as Muiltions dot Choice of decorator coh 
f. Only $8.95 , Cally! Bakes pies or Cakes. Roasts a 20 'D. turkey Only $44.95 controls Blankets, $43 95 and $51.45 Sheets 


Sleep like 
Ors Singte or du. 
- $31.95 and $39 45 


* The easiest iron she's ever uted Westinghouse Open Handle 
fon! Fingers wrist and hand are always rel 
gal S 3 0 0) m m e r Westinghouse cam — 


Westinghouse Feed Cc 
axed with famous everything better Takes 
All around button edge Only $12.95 Handy Mix. 0, 


_ First Gift Choire 
on Westinghouse Westinghouse ELECTRIC HOUSEWARES 


YOu CAN 88 SURE...1e irs Westin Shouse 
p i 0 FO OT 5 \ [ [ See Our Two Big TV Shows... WESTINGHOUSE STUDIO ONE and PRO FOOTBALL - Westinghouse nll Manstieid, Oni 
TELECASTS 


ith extra power that does She’! save ditls ~ 
@ Neaviest Datters in Stride or Dry trons Extra steam vents 
€8sy Operation Onty $4). sree for better Sampening pr 


: th this new Westinghouse Steam 
even th Spread more Steam over 2 wider 
a! +S uD front for e58ing Oven Nandie Onty $19 Ww 





se 
you CAN BE SURE...IF s Westinghou 
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Submitted by Semeon Andrew Sokoloff Submitted by Eniol Vincent Blanco 




















Watch 
Christmas Gift Customers 
Make This Your 


PROFIT CENTER ! 


® LIQUL-BLENBER 
“i PY fs 


iB IS. 


NEW HAMILTON B 
LIQUI-BLENDER retail 


Sell finer, faster blending . . . for dollars 
less! New “‘Cut-’n-Fold” action delivers 
twice the cutting power of ordinary blenders. 
Liquefies, blends, purees, mixes, chops, 
grates, pulverizes. Two speeds, no-splash 
top, Mason-jar thread. Order today—with 


your new Mixing Center! 
HAMILTON BEACH = $975" 
retail 


MIXETTE 


America’s fastest-selling portable! Power- 
ful, lightweight, easy to demonstrate. Beats, 
mixes, mashes, whips—in any bowl or pan. 
One-hand operation—3 speeds under the 
thumb. Beaters snap in and out. Holder 
bracket fits on Mixing Center. 


a “ 


e paen MINER “OS” oe 


eee xxraastveR “3° ae 


HAMILTON BEACH = $3950* 
FOOD MIXER 


The easiest food mixer to sell because it 
has more easy-to-use features. Your best 
bet, too, because it stays sold, pays you 
full profit. Easiest speed control, easiest 
portability, easiest bowl control. Compare 
and you'll sell Hamilton Beach! 

$2750" 


HAMILTON BEACH 
retail 


Home Drink Mixer 


A good gift item, because the whole family 
can enjoy it! Makes real soda-fountain 
drinks; super-duper malteds, fruit drinks— 
even cocktails. Every customer owning a 
home freezer or freezer-compartment refrig- 
erator is your prospect. 144%” high. Heavy 
metal stand. 16-oz. container. 





retail 


*Prices subject to change without notice. 


CALL YOUR DISTRIBUTOR NOW! 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co.. Racine. Wis. 
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Count on real profit increases from 
this winking salesman! Its red 
flasher unit lures customers... beams 
welcome gift ideas to them again 
and again. Here is the easy way to 
set up a complete and attractive 
mixer department in one handy spot. 
Takes only 33”x14” of counter space; 
only 23” high! Includes 50 full-color 
6-page folders, to help customers 
sell themselves. Make this colorful 
new Mixing Center your profit cen- 
ter! Order yours any of the 4 ways 
shown in panel below... 


4 Ways to Order 
Your Mixing Center 


1 Order two each of the 
Mixette, Model G Food 
Mixer, Home Drink Mixer 
and new Liqui-Blender for 
$147.44 complete (retail 
value $238.00), and get 
Mixing Center display with- 
out charge. 

2 Order one each of ModelG 
Food Mixer, Mixette, Home 
Drink Mixer and new Liqui- 
Blender for $75.71 (retail 
value $119.25), including 
one Mixing Center display. 
3 Order one each of the 
new Liqui-Blender and 
Home Drink Mixer for 
$39.50 (retail value $60.00), 
including one Mixing Cen- 
ter display. 

4 Mixing Center display 
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Manufactured EXCLUSIVELY 


1910 


for the wholesale and 


jobbing trades since 1910 





- cA 2 oe so OO NS 
Manufacturers of Gold and Platinum Watch Cases 
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don’t expect freak lightning like that ofter 
but within reason, you'll get the prompte 
action you could wish for from Gordon 
Brothers. This yarn has another point, too. 
Having both a drug store and the jewelry 
store and wishing to run only the former, 
the owner had asked a salesman calling on 
him that very June morning, how to go 
about selling his store. The salesman, 
whom we didn’t know, had said, ““Why not 
Gordon Brothers? They have a top reputa- 
tion!” 


Stories from our 50 years" 
experience with truths of 
just as great significance today. 


FOR NOVEMBER, 1953 





. 
o 
o 
- 
- 
= 
-_ 
— 
- 
- 






















- a Men's 14K Rin 
#7049 — $30.00 


fomelfelulelater mess yicl-Ma lime) me -att-1ar trols 


Exceptional at this low price. 


Bride & 
Groom 
Set 






greg — $14.25 
| __. Friendship Ring — 


Good size diamonds set on raised beads. . 
Expensive, three-dimensional look. ; 


#7031 — (Ladies’) $24.00 
#7032 —(Men's)— $34.00 


i kesi-telelt)o)(-Mi gel amet molleliitelatet 





on each ring—a new, eye- 
catching BERLAND design. 


Approx. % carat. Large full cuts used as side “Quai 
oiTeTurelaler MinlaelerelslelLomeltls lar iisrelh milil-me tle] Ee 
ity for the price. 


LOVELAND | 
SPECIAL @ 





BUILD 


TOP VOLUME 


with the line that means 


TOP VALUE 











LAAN, 


AMERICA’S GREATEST DIAMOND RING VALUE 




















There's a ring to satisfy every value-conscious 





customer in BERLAND'S tremendous variety of 








traffic building specials! We invite you to 








loupe any BERLAND ring... you'll be amazed 
at the exceptional quality — the generous 
diamond weights — at such low, low prices! 
Feature a complete assortment 
of BERLAND's high-style, original 
design rings...and see how 
quickly, how steadily 
your sales and profits mount! 


#5316 — $15.00 


CrororoMeoltrellin mitlimatima-iait-lartieli-Masilel a: eleleltl-t57-M-sii-le # 


STILL AVAILABLE: Limited number of valued BERLAND franchises. 


Write for complete information. 


JOSEPH BERLAND 


Manufacturing Jewelers and Diamond Importers for Half a Century 
6 WEST 48TH STREET * NEW YORK 19, N. Y. 








6037SP 


COMBINING THE “SUCCESS 
FEATURES” OF 


dually 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 471TH STREET 
NEW YORK 19, N.Y. 
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From $75.00 
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DIAMONDS 








ENLARGED 





SYNTHETIC 





TO 








SHOW 











DETAIL 
































From $60.00 
Keystone to 2 : & ee: LS | 
$500.00 Ce ee 























GOODMAN 
& COMPANY 


42 W. WASHINGTON ST. [ee star effect, type of star, specific gravity and 
INDIANAPOLIS 4, IND. MMCUCCUN ML ake anime rem irae 
ence — for Linde stars are available ot ony 

fraction of the cost of mined ‘sapphires and rubies. 
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Debonair 
about $3 


Regalia \ 
} abeut $5 fe 


excitingly 
alchanelatel 


SD * - 
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Golden Sparkle 
about $2 


Corsair 
about $3 


prices plus tax, at all leading stores or write: Coro, inc., N. Y. 1 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 


AS SEEN IN MADEMOISELLE 


“Earrings” by CORO ...one of a series of advertisements that is telling and selling millions of your 
Customers in full-page color ads in the country's leading fashion magazines. It will pay you to stock 
CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 

For further information write CORO, INC., 47 West 34th Street, New York 1, Dept. HB 


Write for ‘‘Your Coroscope”’, a FREE booklet containing heipful jeweiry hints. 
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Anson, jenely 


Dave Garroway says: “J enjoy selling merchandise 
I can take pride in... like Anson quality jewelry!” 


£ 
5 
¥ 


‘| 
3 

€3 
ZY 
¢ 

¢ * 
& 
i 
¥ 
% * 


“I’m raving to my audience about Anson’s fish-fly 
set for sportsmen. It’s gift-boxed in a miniature 


fishing creel!” . 
Fish-Fly Set 1HB3122 $10 


40) 


i y ZF 





“T enjoy sporting my sport car links, clever rep- 


licas of British cars.” 


MG (illustrated) 1HB3417 
Jaguar 1HB3416 
The Early American Series 

Model T Ford 1HB3190 
Buick Bug 1HB3189 
Stanley Steamer 1HB3191 


$5 
$5 


$6 
$6 
$6 
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“For life-time gifts, I recommend any of the hun- 
dreds of distinctive Anson Sterling Silver sets.” 
HB5166 $10 


R ae 


Sterling set (as shown) 


“Three wise monkeys make a great conversation 


mece in Anson jewelry.” 
Monkeys 1HB3231 $5 


There’s a great salesman working for you! 
He’s Dave Garroway, star of TODAY, the 
high-rated television show that tells cus- 
tomers everywhere about Anson styling... 
quality... value! Tie-in with this heavy- 










ee 
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“For your most discriminating customers, genu- 
ine diamonds, set in gleaming jet.” 


Gold-filled, as shown 1HB6124 $19 
In heirloom sterling 1HB5101 $19 


“Luxury costs so little...sells so fast! Anson’s 
gold-filled set is priced so low!”’ 


Gold-filled 1HB6020 $10 


impact promotion. Use Anson’s eye-catching 
displays to show Anson’s attractive gift 
packages. Let your customers know you 
have Anson jewelry and get set to do a 
volume business... TODAY! 


® 
JEWELRY FOR MEN 





ANSON, INCORPORATED 
24 Baker Street, Providence 5, Rhode Island 


ANSON LIMITED Canada 
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4755 wall clock 
THE FAMOUS BALL CLOCK 
desiened by George Nelson 


eR 
J SS 


4773 portable clock 4765 portable clock 4760 alarm clock 


Write to Dept. ]K-73 for literature and prices. HOWARD MILLER CLOCK COMPANY, ZEELAND, MICHIGAN : 


National Distributors: Richards Morgenthau Company, 225 Fifth Avenue, New York 1, N. Y.; 1215, The Merchandise Mart, Chicago 54, Ulinots — 





























ew Small 
odel of Lone Ranger 


SHOCK-RESISTANT 
MOVEMENT 


: 
Attractive Packaging * 
No. 2-F3R 


Retailers who attract youngsters by featuring character 
watches, are most likely to gain the patronage of the 
entire family. This new small model of Lone Ranger is the 
most popular in the Western-character field. Round dial, 
%” in diameter, is highly legible. Trustworthy time- 
keeper. Sturdy leather band. Cash in on this Radio and 
TV Hero by featuring the LONE RANGER WATCH for the 
Holiday Gift Season. 


Every effort will be made to serve you on available supply 


Please attach coupon to your order form or letterhead. 


A. COHEN & SONS CORP. 


47 WEST 23rd ST... NEW YORK 10, N. Y. 


DS ANGELES OFFICE FANCY GOODS DIVISION ATLANTA OFFICE 


W Sth ST. LOS ANGELES, CAL 47 W. 23rd $T.. N.Y. C. 321 PEACHTREE ST. NE ATLANTA, GA 
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A. COHEN & SONS CORPORATION 
27 West 23rd Street, New York 10, N. Y. 





Please enter our order for 


_..§2-F3R Lone Ranger Watches @ $4.87 Each 








Dealer's Name 


Address... 





CN a 
Terms Net 30 Days — F.0.8. New York 











1s New! e's Different! 
\ y1’S WHAT Your CUSTOMERS WANT 
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No. 550/31 


STERLING 
Retail . . . $17.95 


SELL 2 IDENTS : ] Vy YOUR COST! 


INSTEAD OF 1 i \'f $7700 


it’s Simple ... Profitable Too! ; 4 
Perfect gift for birthdays, engagements, anniversaries f, x No. 250/31 
So beautiful . . . so comfortable . . . so sturdy | ma — on — 
Fully Guaranteed! Spectacularly Priced! \' sy vane amen 
Sensational ‘Picture Frame” Box pulls customers into §& ee \ 


your sfore 


See 


Y 
MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK ee. Pe 
CHICAGO: H. Charmack, 36 South State St., Chicago, III. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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$100 up, tl 


rings by Granat! 
gs DO: 
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14 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 











ONCE AGAIN ENDURA 


RINGS THE BELL 


LES ON YOUR CASH REGISTER 


L LO AT THESE GREAT SELLING FEATURES 


e A REAL BELL 
AUTOMATIC 


e GENUINE LE 
COLORS: 


Tan, Alligator grain 
7 grain 
n, Morocco grain 


-READ LUMINOUS 


ALARM SET 
ATHER CASES 


Beige, Pigskin grain 
Red, Morocco grain 


IN ASSORTED 


Brown, Alligato 
Gree 


. LARGE, EASY-TO 
NUMERALS 


e BRIGHT GOLD AND BACK 


» GIFT BOXED 
§ FULLY GUARANTEED 
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H THE FIRST REALLY FANTASTICALLY 


LOW...LOW PRIC 

: ED 
GENUINE LEATHER CASED 
TRAVEL ALARM THAT HAS 


GK bits 
(laa Colt 


STYLE No. 30—SIZE: 3'2 x 3% 


‘M95 
. Ketacl 
7 douuh tamonen 


$995 o 
LIBERAL MARK-UP 
STYLE No. 20—SIZE: 234x3 


EXCLUSIVE U 
.5. AGENTS FOR ENDURA AND BAYARD € 
LOCKS 
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. 
cific Coast in- i 
cluding Texas, |; 
Arizona, Okla- ake di 
homa, Nevada , 
and Colorado. a , 


Altschul 


Lives in Sunny- 
side, L. |. Travels 
New England, 
Washington, 
Virginia and 
Brooklyn. 


Ben 
Feingold 


lives in Phila- 
delphia. Travels 
Pennsylvania, 
New Jersey, 
Delaware and 
Maryland. 








Charles 
Margulies 


Lives in Holly- 
wood, Calif. = ee 
Travels the Pa- . =; ... 








Yes—the man from POLISHOOK has it all over his competitors. He is 
the only jewelry salesman who brings into your store a COMPLETE 
LINE of rings—everything from baby rings to diamond wedding rings. 
You save time and money by dealing directly with the only source 
that offers you EVERYTHING in rings—plus special inventory control 
set ups... strikingly attractive window displays ... powerful ad mats 





...and 24-hour service on special orders. jay = 
Freudenheim 
So, cash in through the unique advantages of dealing with “First Sealine 
Lady”, ‘‘Fidelity’’, ‘Lloyds of New York”—famous, nationally accepted N. Y. Travels New 
trade names backed by our 55-year-old reputation for quality, value 2 ae 





and service. Save time and money — welcome your POLISHOOK - 
salesman — a 


i — the man who has everything in rings! 


William 
Sagman 


Lives in Miami, 
Fia. Travels 
Southern States. 
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Hartman 


Lives in Chicago. 
Travels Midwest- 
ern States. 





















































Drop us a line if you would like 
a POLISHOOK representative 
to call on you. Or, visit our 
New York office . . . headquar- 
ters for EVERYTHING in rings. 























The /\pex Christmas Tr 
is Loaded** 


PE ote Y5E ST S 


the Quadra-Flex' 
the exclusive 


i's the only one that - 4 A “an Keystone List $11.90 
you two distinctly different 5) Retail Price $14.95 


iy te ee 


constructions to sell. . 


a variety of styles. 


the distinctive 


Kyou S play 


the watchband that always expands 
toa ‘Solid Golden** Front’ 


Keystone List $11.90 
Retail Price $14.95 


(F. T. 1.) 


(0-12 yold-tifle 
iB. Porent. 257400 
®@ 1/10-12K gold-filled top . . otf 
gold than any other gold-fil 
market today. oe, 
. stay securely 
‘for you to carry 





oN 


All styles available with yellow or white gold-filled tomer 
+*U.S. Patent 2585326, 2576684 


rs % 


Xs 


Lveex is nationally advertised in 
ESQUIRE, THE NEW YORKER, VOGUE, THE NEW YORK TIMES MAGAZINE 


See your favorite wholesaler 


APEX ACCESSORIES CO., INC. Greenwich, Conn. 
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DIAMOND RINGS 


and 
DIAMOND WATCH ATTACHMENTS 










Combining Beauty, Creative 
Originality, Fine Craftsmanship 
and brilliant carefully selected 


Cir Tanrevare mu cen elm larem 7010 m Galemelannresd 


IN QUALITY: STYLE -VALUE 





Y | $+ Cah .d0.' Ge 
VUCUF F Z 


MANUFACTURING JEWELERS #*© DIAMOND IMPORTERS 


126-132 West 46th Street, New York 36, N.Y. ¢ 62 Rue Du Pelican, Antwerp 




















Why not let 


INCABLOC Shock Absorbers 


make more of your customers 
do this in your store? 


Never before in the history ‘of watchmaking has a component of a watch 
_ done so much as INCABLOC Shock Absorbers to create and close watch sales. 
Jewelers throughout the country are selling INCABLOC-protected watches 

faster than ever .., with these convincing selling points: 


@ INCABLOC protects the vital parts And—just as important—INCABLOC 


of a watch against damage from 
everyday shocks. 

INCABLOC maintains the accuracy 
of a watch. 

INCABLOC extends the life of a 
watch. 

INCABLOC is now used in over 75,- 
000,000 watches—proof that watch 
manufacturers and consumers rec- 
ognize the importance of INCABLOC 
in watches. 


protects you because...it reduces returns 
and servicing during the guarantee 
period to a minimum...keeps your cus- 
tomers satisfied. 


So why not let INCABLOC work for you, 
sell for you? Identify your store with 
INCABLOC’s greater, more powerful com- 
ing advertising campaign in LIFE, SAT- 
URDAY EVENING POST, WOMAN’S HOME 
COMPANION. Write for free INCABLOC 
selling aids and promotional material. 


Remember, when you feature INCABLOC, you sell more watches. It’s like hav- 
ing another salesman behind your watch counter! 


For the attention of watchmakers and repairmen: 





When routine cleaning or repairs are required, INCABLOC permits easy cleaning of balance-pivots 
and oiling of jewels without disassembling the watch movement or affecting the adjustment. _ 


incabloc 


Made in Switzerland 


“Any watch is a 
better watch with 
INCABLOC” 





THE UNIVERSAL ESCAPEMENT LTD., 9 East 40th Street, New York 16, N. Y. 
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NOW! ORANGE BLOSSOM’S TOP STYLING, 
SUPERIOR QUALITY AND WORKMANSHIP IN 
A COMPLETELY NEW AND BEAUTIFUL LINE 
OF INTERLOCKING PAIRS. 


Announced in a tremendous National Advertising Program, in 









America’s leading young people’s and bride’s magazines. Backed 
by a complete program of displays, literature and news-mats 
for the local jeweler. Another example of Orange Blossom’s close 
cooperation with its dealers. 






yp ob, y 
TRAUB MFG., CO. 1934 McGraw Ave., Detroit 8, Mich. 
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J. H. GROSS & CO. 


1S happy to announce 
its appointment as 


Approved 


Wholesale Distributors 
of 
1847 ROGERS BROS. 


AMERICA'S FINEST SILVERPLATE 


WM. ROGERS & SON 


REINFORCED SILVERPLATE 
FLATWARE AND HOLLOWWARE 


Prompt attention and service at all times 


From Complete Stocks 


J. H. GROSS & CO. 


3210 EUCLID AVENUE + CLEVELAND 15 - OHIO 
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SPORTSTER WATERPROOF* 
Chrome case. Stainless steel back. 


retail 9,95 


MARLIN WATERPROOF* : ee atches in beauty, accuracy and dependability. And | MERCURY 
Radiolite dial, sweep 3 oe remarkable low price brine i volume! — wl Chrome bezel, sweep 
second hand. Chrome wis so | aly second mond. —_——_ 
case. Stainless steel | | | oS oe | dial. retoll 98.95 
back. retail $11.95 | | 











- + © MERCURY 
MONROE PETITE Yellow top round 
al tana grein Chrome bezel. ~— sec- — . + naan 
ck. Silver fin- : . e 
ith dial, nero $9.95 ond hand. —retoi! $795 hand. retell $9.95 
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To 1% ) 
(fo help you sell more watches! « , 9,4, 4, ¢ *.¢ 


Now... MORE RS 


worlds 
thinnest 


i 4 


Smartest N 


LIFE alls watch | 
in November! 


Just part of the 


s* + s+: 2: ss + 2 = 


sS Ss 


great continuous The FF teii sheak ocei 


iigeric viele 7 
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witch a 
CTCh. Stured it, 


SET YW tee ; P 
ft¢ AONnd somal 


° led nist, ace aN é' 
Fall and Christmas Wnt for dress wear, Al sltiadess dec 


¥8ha iMToct ane -. 
: a nn oe... 
ON $29.95 F r j 


modes fp 


campaign tor 
thinner, smarter 


SANDOZ watches. 


Yes — and when you add the fact 

that SANDOz — the world’s thinnest and 
smartest waterproof* and waterproof* 
self-winding watch — has set this 
newest, most important style trend in 
watches — you can see why SANDOZ 
means more watch sales in your store! 





Distributed by 
e 


WATCH INC. 
276 Fourth Avenue, New York 10, N. Y. 


W orld’s foremost distributor 
of Swiss precision watches. 


* Waterproof — provided crystal 
remains intact and case unopened. y 
4 Y, Y, Yy Y Y  %G 














Leading Pewter’s triumphant return to favor...our new 


COFFEE AND TEA SERVICE 


in a stunning combination with 


Hanley Johnson 


EBONIZED HONDURAS MAHOGANY TRAY 





Coffeepot 10 cups *& Teapot 7 cups *& Tray 17" *% Four piece set #300.44 $63.50 * Tray $15.00. Prices retail 


_ —Errlc ‘ ‘ mW 
- 
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ORDER NOW and you'll be reordering before Christmas! 


New 56 page catalogue in full color — a must for 
the Christmas season. Write for it today. 






















THE FOREIGN ADVISORY SERVICE CORPORATION 


Exclusive Importers and Distributors of 


Royal Holland Pewter and Other Important Lines 
PRINCESS ANNE, MARYLAND 
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(Left) Outdoor Window Thermometer 

with translucent back to silhouette thermometer 
scale in bold relief. Aqua-green Tenite case, 
adjustable bracket. Weatherproof. Only $2.75. 


(Right) indoor-Outdoor Thermometer 

tells outdoor temperature indoors . . . room tem- 
perature too! Comes in both walnut and ivory 
plastic, 914" high. Installed in a few minutes. 
$7.50. 





Elmont Standing Stormoguide* Barometer 
in rich hand-rubbed mahogany case with brass 
finished feet. Ideal for mantel, table or desk. 
Costs only $10. 


Beautiful Miniature Pendant Barometer 
with matching thermometer. Handsomely dec- 
orated mahogany case, with polished brass bezel 
and finial. Exclusive SrormoGuipe dial and Taylor 
altitude adjustment make it a dependable weather 
forecaster. Only $19.50. 

















Still time to 
GET ON THE 
BAND WAGO 


ow is the time to get aboard and get 
N ready for the big show! In just a few 
more days, those wonderful folks (the 
buying public) will be trooping under 
your ‘big top’ with their eyes wide open 
and their pockets jingling. The seven best 
sellers on this page are their own pitch- 
men. Just let your customers see them and 














Ensign Pendant 


they ll buy. Check your stocks and order eeeednaeill 
today through your regular wholesaler. Easy reading barometer 
° and room thermometer, 


styled by Walter Dor- 


Taylor Instrument Companies ) 
win Teague. Brown 


Rochester, N. Y., and Toronto, Canada plastic case, gold tone 
dial and scale. 7’” x 3”. 
Barometers for altitudes above 3500 feet at small extra cost Only $7.50. 














Canton Humidiguide* Combination 

has barometer with altitude adjustment in center, tells both room temperature and humidity. 
thermometer on left and Humipicuipe dial on Sparkling plastic, white figures and chrome 
right. Fashionable, deep maroon plastic case plated easel that reflects surrounding colors on 
with gold-finished reed trim and dials styled by _ tables, desks and mantels, 414”’ x 274"’. $3.75. 
Walter Dorwin Teague. $14.50. *Reg. U.S. Pat. Of. 


TAYLOR INSTRUMENTS MEAN ACCURACY FIRST 
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a natural Christmas 


PUP line... 


For Christmas! . . Only Zenith offers a 
complete line of exciting profit-packed clock radios 
topped by the fabulous FM-AM Clock Radio! 


ans 


SONI 
ROOT OT 


soe . eee 
Nn  cnandl or pone ° ss = 
2 . om es . 
2 















EASIEST TRADE-UP OF ALL! 
SELL THE FM! SELL THE BIG, BIG 
SPEAKER! SELL THE MOST SUPERB 
TONE QUALITY IN ANY CLOCK 

RADIO FOR . 


$7695" _ 











































It’s the “big name”’ line! It’s the complete line of 
clock radios that start at a bargain $34.95* and 
“step” right up to $76.95* for the world’s only 
clock radio with FM! It’s Zenith . . . of course! 


——s | Only Zenith gives you a clock radio priced to 
—3 es fit every Christmas shopper’s budget and exclu- 
OE sive features that trade-up even your thriftiest 
customers. What’s more, you can “show off’’ 
these beautiful radios in special Zenith Christmas 
display racks that demand attention .. . and 
close sales right on the spot! 





Yes, Zenith’s ultra smart Clock Radios will sell 
themselves right out of your store. That’s be- 
cause your “‘Friendship Franchise”’ with Zenith is 
backed by 35 years of world leadership in radio 
...and that’s why it will pay you BIG to talk to 
your Zenith Distributor today! 


*Manufacturer’s suggested retail price (subject to change). 
Slightly higher in South and Far West. 


BRILLIANT NEW ZENITH DESIGN 
“STEPS” THEM TO $3995 * 








te HERE'S YOUR 
oe PRICE LEADER AT $3495 * 


Zenith Radio Cc n, Chicago 39, Illinois See your Zenith Distributor today! 
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Help yourself to extra 


with these Free Palladium Sales Aids! 


Get your Christmas and next year’s sales off to a = CAG a 
good start. Use the palladium sales aids. . . yours : 7a gh gas Palladium 
without charge. Zila « 


Here’s what to do. Just drop us a line asking for 
the Basic Merchandising Kit on Palladium. 


We will mail you without delay: a set of business- ees 

building newspaper ad mats . . . two attractive dis- Soe t ep 
play signs, easel-mounted for use in windows or on - Aly, 
the counter ...a booklet “Radio, Palladium and | 
You,”’ which describes our free recording of four 

top-flight one-minute commercials . . . 6 copies each 

of the interest-arousing booklets, “Palladium, A 

Precious Metal of the Platinum Group” and “The 

Eight Precious Metals.” 


A reply card will be included to 
simplify your request for addi- 
tional quantities of these booklets 
for use in your mailings. 








These palladium sales aids are > 
good traffic builders. They will = 
»# 


oo : ements NS 
AN 
tie in your store with the colorful ye g LEZ SABI N 
C =F >: emia A . Sy) a * * . 





palladium consumer advertising 
appearing month after month 
in Harper’s Bazaar, Glamour, 
Charm, Seventeen and True. 


—_—~ 
*» 
= 


LA 


So ask for your Basic Mer- 
chandising Kit on Palladium to- 
day. We'll include your copy of 
“Palladium Jewelry and Where SsssSsss 
To Buy It.” ZO yy 


——— 


SSF i ae 
LOE epee GE 
SAA CEI Lj OE. Ug? 
GZ “20GFi 
SSF. 


PALLADIUM 


A precious metal of the platinum group 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N. Y. 
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FINE JEWELRY 


NEEDS FINE SURROUNDINGS! 


Fine jewelry needs clean sparkling store interiors for proper display. 
An air of refinement and dignity is important, too! That’s why 
Chrysler Airtemp Air Conditioning is a profit-builder for your 
jewelry store! 


Customers can make their choice leisurely in a cool, quiet store. 
Outside noises and excessive heat do not disturb them. Employees 
are more alert, courteous and efficient. They devote all their time 
to the sale when not conscious of distracting humidity and heat. 
With doors closed less dirt enters and the air conditioner constantly 
filters dust out. Your store stays clean .. . inviting . . . needs less 
redecorating through the years. 












FOR 
PROFIT 





Choose the “Packaged” Air Conditioning which most people buy 
—Chrysler Airtemp. You'll get all these benefits: 


e Outstanding quality . . . complete satisfaction . . . assured by the 
Chrysler Airtemp name. 


e Chrysler Airtemp Air Conditioning is time-tested . . . your war- GE cation gf 
ranty of top efficiency. WS 





e Competitive price. 


e Nationwide network of dealers ready to render prompt, courteous 
service should it ever be required. 


Get all the facts. See why it will pay you to choose Chrysler Airtemp 
Air Conditioning! 





HEATING e AIR CONDITIONING 
for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 


“Packaged” Air ce nee eee em ee 
Conditioners 

Six models from 2 to 
H. P, capacity meet 

most cooling needs. 


Airtemp Division, Chrysler Corporation JCK-11-53 


P.O. Box 1037, Dayton 1, Ohio 


Please send full details on the Chrysler Airtemp Comfort Zone 
“Packaged” Air Conditioning proposition. 














Name 
+ O08 RiFung 
> aah tS Address Phone 
Good Housekeeping 
#or 
. = City Zone State 














ee 
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Newest Gift Idea! 


WV, | Motoroia 





eV] p”’ 
DESK CLOCK RADIO 


A mark of distinction ...a handsome appointment 
for the desk of a Very Important Person—the smart 
| new Motorola “VIP” Desk Clock Radio. In gold and 


silver plastic finish, it is as good looking as it is 
convenient. Here is a combination of an accurate, 
dependable clock .. . a powerful GOLDEN voice* radio 


@ & ...and a beautiful Parker pen and pencil set. 
The perfect gift for an important business executive, 


>AqdDdD°° 

















42 99 8 2828 
26 25 2827 20 
Hi 





























Pervsonatiyed ‘ 


the name plate may be engraved 


simply with the name of the executive 
to whom it is given, and the date, or it may bear also 


the name of the individual or firm who presents its 





for further information write to: 











Motorola Inc., Dept. E, 4545 W. Augusta Bivd., Chicago 51, ill. 


soa Battin Soe Motorola ‘ii: 
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® 
MOL beauty in shimmering rhinestones, prong-set 
in gleaming rhodium-finish metal... an 


exciting new line of exclusive designs especially created and 
priced for ‘‘sales magic’. Necklaces, chokers... available in 
regular or.extra long lengths... matching pins and button, 
pendant, and hoop earrings. Perfect promotion through the 
Winter. Promotion packages for fast, over the counter 
sales. Write today for sample assortment. 
Assortments available at $6.75, $13.50, $18, $24, and $36 doz. 


bob henfield, inc. 
promotion jewelers 


2nd Floor—Hippodrome Building 
Cleveland 15, Ohio—Phone: MAin 1-2551 
Salesman inquiries for available 
territories invited! 
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ABOUT STAYING AT THE TOP 


When the wise founders of the Longines watch factory started business in 


1866, they set their sights high. They aimed to make a watch so good that 
it could compete on equal terms with the finest hand-made watches of the 
world. It was twelve years before they reached their goal; but then, in 1878, 
Longines produced the first factory-made timepiece ever to be classified 
“first” according to observatory standards. At that point, the Longines 
founders made another far-reaching decision; “‘let us always remember,” they 


2 ° ee ® wa 
said, “no firm retreats from a superior position, once it has been won. 


This is the formula for staying at the top which Longines has followed 
through good years and bad, without deviation. It is the formula that made 


Longines, in point of fact, the world’s most honored watch. 


Since 1866, maker of watches of the highest character 
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THE JEWELERS' 


T is the desire of the JC-K editorial 

staff to move its readers. But 
never—no, never—have we moved a 
reader so far and so unwillingly as 
we did Russell Vernor of Duncan and 
Vernor, jewelers in Jacksonville, Illi- 
nois. We relocated him about 1,000 
miles, to the sunny climes of Jackson- 
ville, Florida. 

In the September issue, Mr. Ver- 
nor was the subject of an interesting 
article which told of his experiences 
as a lecturer on silverware. We un- 
wittingly “moved” his store by plac- 
ing the wrong state name after the 
city name. Mr. Vernor reports that 
he prefers to lecture in Illinois and 
nearby areas, and we wish to state 
here and now that it was not our in- 
tention to extend his lecture tour as 
far south as we did. 


> © 
HE PARKER PEN COMPANY 


witnessed the adoption of its pen 
as a symbol of high station in Middle 
Eastern countries when the Arabs 
and other peoples pinned the Parker 
“SL” to their burnooses. That some 
of these people who practiced this 
custom were illiterate and had no 
practical use for the pen did not pre- 
vent them from becoming men of 
distinction. 
3 An economical variation of this 
idea came to light when a distributor 
in India recently placed an order for 
2,000 pen caps, explaining that he 
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wanted only the caps because of the 
Parker pen clip, whose easily recog- 
nized golden arrow was considered a 
mark of high station by his Indian 
customers. As many of the natives 
who might wish to wear this sign of 
distinction couldn’t write, the cap 
would suffice. 

Perhaps the next step is to just 
order the golden arrow clip alone. 


© © 
ENTIMENT is the cornerstone of 


many sales in the jewelry busi- 
ness. But sometimes the acquisition 
of jewelry that represents sentiment 
is made only through a difficult de- 
nial of something more practical and 
just as appealing. 

Such a situation is described by 
The Reader’s Digest in the heart- 
warming story of Ilma Ruth Aho, a 
Finnish woman who came to our 
shores to seek a university educa- 
tion at the age of 42. She enrolled 
at the University of California to 
study in its Oriental languages de- 
partment. She wanted to study the 
Far East and its languages because 
she had devoted nine years of her 
life to missionary work in China, and 
planned to return there. From 1937 
to 1946, years of invasion and war 
in China, Ilma Ruth suffered extreme 
physical hardship in the performance 
of her duties. Her health was finally 
shattered. 

Yet Ilma Ruth suffered most of all 
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from mental deprivations. She had 
almost no reading material. The lit- 
tle that came her way, she went over 
so many times she practically mem- 
orized it. She developed a great 
hunger for knowledge, and felt only 
a college education would satisfy her. 

As depreviation had typified her 
life, it also characterized her college 
career. In her three years on the 
Berkeley campus, she bought no new 
clothes, but patched together castoffs 
her friends gave her. She went with- 
out stockings and mended her own 
shoes. She worked as much as she 
could, but had only $10 a month for 
food, chiefly beans and horsemeat. 

She graduated Phi Beta Kappa, 
and a friend gave her money for a 
fine, new suit. She had never owned 
any good clothes. 

Yet, instead of buying the suit, 
Ilma Ruth Aho chose the symbol of 
her university education. She bought 
the university class ring: gold with a 
blue stone. To her, long after the 
suit would be but a memory, the gold 
ring would remain a shining symbol 
of her success in overcoming the great 
handicaps life had thrust in her path. 


© © 


O most men, a shaving mug is a 
mug. In the early hours of the 
morning, we take its presence for 
granted. And its presence is often a 
worn, homely affair that has been 
hanging around the house for ages. 
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see-worthy 


... the Keystone 
Aerie 





Here is something worth seeing... 
the new Keystone Mariner case, 
newest achievement of a firm that 
has served the jewelry trade for a 
hundred years, and intends to keep 
on serving you! 


A snap-on case instead of ascrew- 
on, the Mariner permits designing 
even thinner watches. Naturally, a 
mariner is at home around water, 
and this Mariner is, too, like the 
seaman that inspired its name. 


Every movement of fine quality 
deserves the protection of a Key- 
stone Mariner case. See that yours 
gets this protection. See the sea- 
worthy Mariner by Keystone... 
a case of good judgment. 


Syl One GUE V2 CL Ob C0IJE 


KEYSTONE 


WATCH-CASE DIVISION 
RIVERSIDE METAL COMPANY 


RIVERSIDE © NEW JERSEY 











SIMPLE 
CONSTRUCTION 







DUST 
RESISTANT 





THINNEST 


MOISTURE 
RESISTANT 


SNAP-ON 
BACK 
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Sometimes shaving mugs stay in fam- 
ilies for generations and are handed 
down from father to son, but we are 
inclined to believe that this practice 

roduces ordinary mugs that are out 
of style. And so we say, a shaving 
mug is just a mug. 

But to a Chicago manufacturer, a 
shaving mug is a symbol of luxury 
done up in beautiful 18 Karat gold, 
retailing at $1,875 plus tax. It is also 
no longer the lowly mug, it is called 
a shaving bowl. 

However, men, if this creates some 
unexplainable hankering within you 
for a gold shaving bowl, the firm also 
makes an exact replica of the gold job 
in plastic or ivory, priced at $1.50. 


o © 
— cleaving is very nerve 


wracking. In the cleaving of ex- 
tremely large and valuable stones, the 
medical preparations for this delicate 
work are sometimes extensive. His- 
tory is full of examples. J. Aascher, 
an Amsterdam diamond cutter, was 
the center of an exciting drama when 
he was chosen to cut the great dia- 
mond, weighing one pound and six 
ounces, found in 1905 near Cullinan 
in the Transvaal. 














After months of study, the highly 
nervous Aascher placed the steel 
cleaver on the groove he had made 
in the diamond. Perspiring heavily, 
he tapped the steel band with his 
mallet. Instead of the diamond cleav- 
ing, the steel cleaver broke. This sent 
Aascher to the hospital. 


After his recovery, the diamond 
cutter attempted the delicate opera- 
tion again, and this time he had a 
physician stand by. The valuable gem 
split cleanly, but breathless witnesses 
told Aascher about his success later. 
At the moment his mallet hit the steel 
cleaver, the diamond cutter had faint- 
ed into the arms of the waiting doctor. 


> © 


CCORDING to an incident in Mil- 
waukee, New York City jewelers 

may have received more watch repair 
business than during “normal” times, 
after the recent and exciting World 
Series. The Milwaukee Journal re- 
ports that a lady took her wristwatch 
to her jeweler with the complaint 
that it wasn’t running right after 
years of good service. The watch- 
maker told her the timepiece had 
been subjected to a terrible banging 
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“Surely you wouldn't let the fact that you can't 
afford it stand in our way." 


FOR NOVEMBER, 1953 


around, and inquired about her re- 
cent activities. 

The lady explained that she was an 
avid baseball fan, who attended all 
the home games of the Milwaukee 
Braves. She declared she wasn’t the 
kind of lady fan who just sat on her 
hands! 


> © 


OST of us are familiar with the 
story of the jeweler who, in re- 
sponse to a question about his over- 
head, replied, “I have none. I rent 
the second floor over my store as an 
apartment.” 

We recalled this, when the other 
day we read about the jeweler in 
New Orleans who had a real food- 
producing unit—overhead. Until the 
police discovered it, he was operating 
a turkey farm on the second floor of 
his downtown store. Had 20 full- 
grown turkeys, too. 


© © 
" E eaioapa DIGEST says that the 


only reason some American 
families don’t own an elephant is be- 
cause they have never been offered 
one for a dollar down and a dollar a 
week. 


> © 
4 Seer a position in the jewelry 


business is a fascinating and re- 
warding occupation is_ illustrated 
by the long career of Miss Clara 
Kohlsdorf, Milwaukee, Wisconsin. 

For almost 55 years, Miss Kohls- 
dorf has worked as a jewelry sales- 
woman. She was selected recent- 
ly to participate in the ceremony 
which closed the old store of 
Schwanke-Kasten Co. in Milwaukee, 
when the firm moved into new quar- 
ters. She is now head of the silver 
department at Schwanke-Kasten’s. 
When asked about retirement, she 
replied, “Not as long as I can keep 
working. I’d miss my work too much 
if I gave it up.” 

We are particularly interested 
in how Miss Kohlsdorf started her 
career a half century ago. She 
took a “temporary” Christmas job 
in a jewelry store. For the reasons 
that must have inspired her, as a 
temporary employee, to devote her 
life to the jewelry business, see 
our series of articles on training 
extra holiday help, beginning on 
page 67, 
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Consumption of Diamonds 

“According to calculations, the consumption of diamonds in France 
does not exceed 12 per cent. America alone uses 60 per cent, that is 
to say, almost two-thirds of the total production. One of the countries 
which cuts a good figure in this respect is Russia, whose consumption 
is estimated at about 10 per cent. One of the large dealers in London 
stated recently that in a future not remote, China and Japan would 
follow nearly in the footsteps of America in the demand for dia- 


monds.”’ 
(July 4, 1900) 


“Elsie Bee’s Fashions”’ 


_ “The scarab or sacred beetle of old Egypt appeals just now to that 
large class of people who enjoy a flavoring of fancy, sentiment, legend 


or superstition with their jewelry.” 
(July 4, 1900) 


A Jeweler Interviewed 
“Do you receive traveling salesmen in a special apartment?” 
“No, I have none such. They come right in at the front door and 
I treat each of them as though he were a member of the family.” 
(July 11, 1900) 


Fine Oriental Lamps 

“Among the lines of lamps to which Geo. Borgfeldt & Co., importers, 
are now calling the attention of the jewelry trade are the Oriental 
jeweled pieces, principally in Moorish and Persian styles. They are 
not to be confused with the cheap and flimsy lamps sold through the 


general trade.” 
(July 11, 7900) 


Gift for the Traveler 

“A very chic gift presented to a young lady leaving for Europe the 
other day was a small “steamer cup,” a fac-simile in shape of the 
rounded tin or copper drinking cups one sees chained to fountains. 
This, however, was of solid silver with a frosted finish, and gilt lined.” 


(July 18, 1900) 


Advertising Improves 
“The improvement in advertising today is due, not to any increase 
in intelligence of the Average Man, but to the direction of intelligence 


into advertising channels.” 
(July 18, 1900) 
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Attleboro Notes 


“Last week the Attleboro Selectmen | 
gave a public hearing on the proposition — 
to run an electric car line down County ~ 
St., a section containing some 16 jewelry ~ 
shops and the residences of many of — 
the men prominent in the trade.” 


(May 23, 1900) 


Philadelphia Notes 


“Bailey, Banks and Biddle Co. have ~ 
a remarkably rich display of handsomely ~ 
decorated plates bearing the portraits — 
of President McKinley and the heroes © 
of the Spanish war.” ; 


(June 27, 1900} ; 


Providence Notes 
“The Tilden-Thurber Co. are exhibit 


ing at their store an interesting collec 
tion of precious stones gathered in this 
country and loaned for this exhibition 
by the American Gem Co., Boston.” 
(June 6, 1900) 


Washington State Notes 


“The jeweler who recently opened 8 
jewelry shop in Nattrass & Co.’s drug 
store, New Whatcom, has closed out his 
business.” 


(June 13, 1900) 


Cincinnati Notes 


“Every factory is humming, contraly 
to expectations. It looks as if all the 
people in the country were resurrectiPg. 
their old jewelry and either having ¥ 
reset or mended or otherwise improved. 


(June 27, 1900) 


San Francisco Notes 


“Shreve & Co. will hereafter clos i 
their store at 3 o’clock on Saturday 
afternoons, and at 5 o’clock on other 


days.” 
(June 27, 1900! 
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There’s no satisfaction like ... 
selling a diamond! 








Photos in this series were taken at Ralph M. Fava store, Paterson, N. J. 


On that little tag attached to each diamond ring 
and on the inside shank of the ring itself you will 
find a wealth of information. Tell it to the cus- 
tomer. But—if he wants to get “‘technical,”’ you 
better call for more experienced help. 


A, 1s said “A Diamond is Forever.” Its very 
name is derived from the word adamant, meaning im- 
penetrable and indestructibly hard. It has been prized 
since the time of its discovery, centuries ago, in India. 
Who in the civilized world has not developed a full re- 
spect for this, The King of Gems? 

How many times have you personally stood before a 
jeweler’s window and been fascinated by the display of 
diamonds? 

Remember, too, how you then decided that when you 
were ready to buy a diamond you would buy it at some 
particular store in which you had complete confidence? 

So, the customer facing you across the diamond 
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counter has confidence in the integrity of your stort. 

Do everything you can to sustain that confidence. 
Answer intelligently the questions which are in the cus 
tomer’s mind. Do this and you will sell diamonds that 
stay sold. 

An important thing for you to remember is that you 
are not supposed to “know all the answers” when it comes 
to diamonds. But you should transmit all the answers 
with which you have been provided. 

Just come along with us for a moment, you'll be su 
prised how much information is available to you without 
any “book l’arnin’.” 

For example, when the customer enters the store he, 
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she or the young couple, have a rough figure in mind as 
to what they want to spend for a diamond. When you 
offer a piece for this consideration you know that in 
their minds they have the question, “Will I get my 
money's worth?” 

Now, having confidence in the integrity of your store, 
you can take their word for it that the tag on the piece 
you are showing carries the fair and honest price for 
that particular diamond piece. 

It was bought for your store’s stock by someone in 
the organization who is a connoisseur, has the “know- 
how” on fine gems. This same tag will also carry the 
carat weight of the diamond and possibly other pertinent 
information on the quality of the stone and the kind of 
metal used in the ring. Now diamonds are bought and 
sold on the basis of certain quality factors which deter- 
mine their values. Following are things you should know 
so you can talk about them to your customers. 


SIZE IS BY WEIGHT 


1. Size: Diamonds are sold by weight, by the “carat.”’ 
The carat measure is divided into a hundred parts, each 
part called a “point.” For example, a 50-point diamond 
is half a carat. 

However, a l-carat diamond is worth more than two 
half-carat stones. This is because the larger stones are 
more scarce than the smaller ones. (The tag on the jew- 
elry will tell the carat weight of the stone or stones.) 
But CARAT weight is only one of the factors determining 
the value of a diamond. The others, are the CUT or 
Make of the gem, the COLOR of the stone, the CLARITY 


or Flawlessness of the diamond. 


PROPER CUTTING IS IMPORTANT 


2. Cut: The degree of perfection achieved by the 
diamond “manufacturer” in cutting and polishing the 
rough stone has an important effect on the value of the 
finished diamond. A well-cut brilliant (round) diamond 
has 58 polished facets (faces) on its surface. Each of 
these facets must be minutely accurate in relation to the 
others and in regard to the size of the stone, if it is to 
have maximum brilliance. 

There are, of course, different shapes of diamonds other 
than brilliant (round). The most frequently seen fancy 
shapes are pictured on this page. 


CLARITY IS BIG FACTOR IN VALUE 


3. Color: Although a diamond reflects all the colors 
of a rainbow, the more nearly it resembles a crystal-pure 
drop of water, the finer it is in color. It takes a real 
expert to grade the more than 200 shades of white, identi- 
fed in diamonds, although on some of the badly off-color 
stones, tending toward yellow and brown, the off-color 
will be evident even to the untrained. 

This is a good place to incorporate a word of caution 
to the beginner. That is, do not get involved in a techni- 
cal discussion of qualities of any particular diamond. If 
the customer shows a tendency to become technical, 
politely excuse yourself and get one of the more experi- 


— diamond salesmen to come over and carry on with 
the sale. 


NATURE IS RARELY PERFECT 


4. Clarity: The clarity, the perfection, or degree of 
lawlessness of a stone is one of the big questions in the 
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mind of the diamond customer. It is best to first impress 
on him that rarely is nature absolutely perfect. However, 
in diamonds the fewer and less important the imperfec- 
tions, the better the stone from this standpoint. If such 
imperfections as a spot of carbon, a bubble, or a feather 
cannot be seen under ten-time magnification, the stone 
can be classified as perfect. Of course, point out, if you 
have identified the flaw under a ten-power loupe, how 
the flaw cannot be seen by the naked eye and has little 
apparent effect upon the stone’s over-all beauty. 

More and more jewelry stores today are carrying, in 
addition to their own lines, nationally advertised brands 
of diamond rings. When showing a diamond ring with a 
nationally known name you, of course, have a double 
line of confidence, it being backed by the good name of 
your store, as well as the integrity of the ring manufac- 
turer. 

So, we leave you with the thought that there is tre- 
mendous satisfaction in the sale of a diamond, but cau- 
ton you: Be ready to turn your customer over quickly 
to a more experienced person as soon as you begin to 
feel you are “getting in over-your-head.” 





It’s Interesting 


ABOUT DIAMONDS 


POPULAR SHAPES OF DIAMONDS- 


BRILLIANT (top view) has 58 facets CS 


which are cut exactly the same whether 
the diamond is large or small. In very small 
stones the culet, or tiny facet at bottom 
point of the stone (see illustration below), 
is sometimes omitted. 





EMERALD CUT is rectangular in shape, 
has 58 facets. Facets are polished along 
the sides and diagonally across the corners. 





MARQUISE is elongated version of the 
brilliant with 58 facets. Proportion of width 
to the length varies slightly according to 
the shape of the rough. 


BAGUETTE is a 25-facet cut which is 
used for decoration and as complementary 
stones to the central or main diamond in 
rings or combined with other cuts or stones 
in elaborate jewelry designs. 


THE BRILLIANT CUT DIAMOND [Side View! 


a. Table (top facet) Pr 
eC 


b. Girdle 

c. Culet (bottom facet) 
FACET. Polished faces on the cut gem. In a brilliant-cut (round) 
diamond the most commonly used cut, there are 58 facets—32, 
{plus the table) above the girdle; 24 (plus the culet) below. 
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Time is the Stuff of which 











L, Is truly said that “Time is the stuff of 
which life it made.” Certainly watches, those remark- 
able little, self-contained machines, which record time, 
produce an important part of the “stuff” which continues 
many jewelry stores as going businesses. It is, therefore. 
important that you have a good foundation in the prin- 
cip!es of selling quality watches. 

Watches are most likely more familiar to you than 
any other jewelry store line. You have owned them 
yourself. As you had pretty definite ideas as to what 
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_ Watch Sales are made 








Have an experienced member of 
your store’s staff go over this 
article with you, sentence by sen- 
tence, showing you actual ex- 
amples right from your actual 


stock, demonstrating the points. 


you wanted in your watch—so will most of the watch 
prospects you meet. 

Now, the jeweler has always enjoyed public confidence 
as THE authority and THE source for good watches. 
The consumer confidence is the jeweler’s strongest selling 
appeal over the competition of “bargain-price” stores 
which usually sell cheap timepieces. 

A watch is a highly technical and complicated piece 
of mechanism. But that is no concern of yours: leave 
that to the watchmaker who makes and repairs watches. 
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Of the explanations you may be called to give, few will 
be of such a technical nature as to cause you any concern. 
A generally accepted yardstick used by the public in 
evaluating quality in a watch is its number of jewels. 
The jewels in a watch serve as bearings for certain mov- 
ing parts, protecting the movement against premature 
wear. In the continued accuracy of the timekeeping 
qualities of a watch, their function is invaluable. 

A 17-jewel watch is generally considered as having all 
the jewels needed to protect the points of greatest wear. 
Some watches have additional jewels functioning in con- 
nection with other, but less active, moving parts. 

However, comparing the quality of watches by the 
number of jewels only, is like comparing a car by its 
number of cylinders. A Ford and a Cadillac both have 
eight cylinders but there’s a vast difference in the quality 
of performance and the length of top efficiency provided 
by the motors of the two. There is also a great difference 
in qualities of watches, governed by other factors than 
the number of jewels. Chief of these is the workman- 
ship, not only on the parts, but also on the assembly of 
those parts and the adjustment of the completed move- 


ment. 


SOME WATCHES MASS-PRODUCED 


There are watches that are mass-produced by manu- 
facturers who are producing “to a price’—others which 
are mass-produced but to higher standards, and then 
there are those watches made in limited quantities under 
extremely careful and precise manufacture. That is why 
there is such a wide range in prices. 

If a customer should ask you, “Which is the better 
watch, American or Swiss?” your answer should be that 
both countries produce fine watches—both countries 
make cheaper lines. The country of origin alone is no 
criterion by which the quality of a watch can be judged. 

You will soon learn the names of the watch lines your 
store carries and find that the average jewelry store stock 
is made up mainly of good quality watches priced prac- 
tically. There will also probably be a representation of 
some of the very high-priced fine quality watches which 
appeal to those customers who want only the best. There 
will also be a stock of low-priced watches for those cus- 
tomers who want a good timepiece, perhaps for work. 


An important factor in selling a watch is the “guar- 
antee” that goes along with it. As each store’s policy on 
guarantees varies, it is essential that you be advised 
exactly as to what you can tell the customer in this 
connection. 


Another quality factor in a watch that governs the 
price is the case. The main purpose of the case, outside 
of its very important style appeal, is to protect the com- 
plicated mechanism. It must be substantially made and 
accurately fitted. The case may be of karat gold, gold- 
filled or a combination of gold front and stainless back. 
Platinum or palladium is used in the higher-priced and 
high-styled watchcases, particularly those which are 
diamond set. The material used in the case reflects 
importantly in the price of the watch. 

In every jeweler’s stock you will also find at least 
some special-feature watches, such as the calendar 
watches, chronographs or “timers,” automatic or self- 
winders, as well as a selection of shock-resistant and 
water-resistant watches. Each of these has its own par- 
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ticular purpose and appeal; the latter two offering par- 
ticular sales appeal to the customer looking for a watch 
that will stand some abuse. 

There is one important phase of your efforts in the 
watch department where you can make conspicuous 
records of extra sales; that is, in the selling of watch 
attachments. The millions which have been spent for 
advertising them, their practical value and their hand- 
some appearance make them easy to sell. Just remind 
the person who has bought a new watch, or one who is 
calling for a watch repair job, that a “complete” watch 
is one with a handsome matching band. You'll be sur- 
prised how receptive and appreciative most customers 
are to your suggestion. 

The foreging information hits the high spots of the 
essentials you need to shape your selling conversation. 
Naturally, you will go on from here and pick up addi- 
tional information from the experienced salesmen in your 
department. Also, most every watch manufacturer pro- 
vides the jeweler with illustrated, easy-to-understand 
material for counter use. These will not only be a source 
of more detailed information for you but also of help in 
pointing out to the customer the quality factors inherent 
in a good watch. Remember, unless you sell your cus- 
tomers the most expensive watch they can afford, in line 
with their needs, you have only made a partial watch 
sale. 





It’s Interesting 
ABOUT WATCHES 


JEWELS. Tiny synthetic stones used as bearings in a watch. 
Most of these are stationary bearings for the ends (pivots) of 
the delicate axles (staffs) of the several wheels and gears of 
the movement. Three of these jewels serve on the part which 
controls the impulse (heart-beat) of the watch. It is the sound 
of these jewels releasing and locking the power of the watch 
that is the “tick” of the movement. 

In cheaper watches and clocks, metal pins are used in place 
of these jewels (pin-lever movement) and while these give 
satisfactory service, they are more subject to wear than the 
jeweled movement. 

JEWELED WATCH. A term which distinguished generally the 
better watch from the cheaper, non-jeweled type. 
AUTOMATIC WATCH. A watch having an internally rotating 
weight which moves with movement of the wearer’s wrist and, 
geared to the mainspring, keeps it wound. These rotating weights 
are of two types; those which rotate 360 degrees around the 
movement and those which rotate within the limits of two 
“bumper” springs. The latter type can be distinguished by the 
bumping of the weight against these springs as the watch is tilted. 
up and down. 

SHOCK-RESISTANT. A watch is termed “shock-resistant” 
when its delicate “heart,” the balance wheel, is protected by 
means of a jeweled leaf-spring arrangement at each end of its 
staff. This spring arrangement allows a certain amount of “give” 
when the watch is dropped or bumped, thus protecting the tiny 
pivots (ends) of the balance wheel staff from being bent or 
snapped. . 
WATER-RESISTANT. A watch is termed “water-resistant” 
when its case (back, crystal and winding stem) is protected. from 
the possibility of water or other moisture seeping into the move- 
ment by means of special gaskets or other means of seal. 


WATCH ATTACHMENT. Watchbands, either leather or 


metal, are termed under the general heading of “attachments.” 
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Q. ALL the varied merchandise found in 
the jewelry store, you will feel most at home with clocks. 
You will feel at ease—completely confident—in selling 
this product. This because you are familiar with clocks, 
have several in your home, have actually bought them 
for your own use or as a gift. 

But now you find yourself on the other side of the 
counter—no longer a buyer but a seller, perhaps afraid 
of the technical questions some customer might ask you. 
But to sell clocks you do not have to be a technician or 
a dynamic salesman. However, you do have to appre- 
ciate clocks for what they are: sturdy, dependable, 
accurate keepers of the time of day. There are many 
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(locks provide the Gift 








Here is one field of selling where you 
need make little change in your view- 
point, from that of a consumer to a 
salesman. For, your lifelong famili- 
arity with clocks equips you with all 


the “‘information”’ you need. 


things about clocks you already know, for example, 
some are spring-wound and others are electric. There 
are some clocks—usually the smaller ones (desk, boudoir 
and traveling) which have watch-type movements and 
are equipped with jeweled movements. 

Before you attempt to make any clock sales, leisurely 
study the models on the shelves of your store. You will 
probably be impressed by the wide variety of clocks m 
stock. For, there are clock styles to fit every purpose, 
room and budget. There are, you may have already 
noticed, magnificent floor clocks—precision timekeepers 
which are also fine pieces of furniture. You will also see 
in the clock department a wide variety of smartly styled 
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kitchen clocks—cuckoo clocks suitable for the rumpus 
room or den—unique desk calendar clocks which give 
the date, hour and minute at a glance, clocks in combina- 
tion with barometers and thermometers. And in the 
realm of the unusual, you will notice such unique time- 
keepers as 400-day clocks and clocks which run from 
energy created by atmospheric pressure. For a clock that 
is different there are those clocks without hands, which 
record the time in figures. 


STUDY MANUFACTURERS’ LITERATURE 


Now if you are to effectively sell these clocks you 
should make a point of memorizing the outstanding fea- 
tures of as many clocks as possible. Your employer has 
manufacturers’ literature on clocks. Take time to study 
this important literature. It will make interesting sales 
conversation and it will give you confidence in your- 
self—and a confident sales clerk inspires confidence in 
customers. 

In line with this, let us suppose that a customer 
expresses interest in a certain alarm clock. You should 
be able to quickly point out the outstanding character- 
istics of the clock being shown. For example: “This is a 
clock that would be an asset to any bedroom, it is so 
good looking. Notice how the black dial and luminous 
hands and numerals combine good design with the prac- 
tical advantages of being easily read, even in the dark. 
And the price is equally attractive. It’s only $5.95.” 

Or, then again, let us say the customer shows interest 
in a particular mantel clock. If you have previously 
studied the manufacturer’s literature, you will be able 
to quickly inform the customer that the clock she is 
interested in is equipped with authentic Westminster 
chimes, and perhaps an 8-day key-wound movement and 
that the manufacturer has been producing fine clocks for 
the past eighty years. 

A word of caution: If a customer is interested in a floor 
clock or any other unusually high-priced ‘“once-in-a- 
lieftime” clock refer the customer to your employer or 
to an experienced salesperson at the first sign of their 
losing interest. 


CLOCKS MAKE IDEAL GIFTS 


You will fit in perfectly in your store’s selling pattern 
if you always keep in mind the fact that clocks make 
ideal gifts for young and old, married or unmarried. 
Even in instances where a customer of yours has pur- 
chased another piece of merchandise, suggest clocks for 
his or her other unfilled gift needs. This follow-up will 
provide you with many an “extra” sale. Thus, you will 
be helpful to the customer, valuable to your employer 
and add to your own benefits in selling! 

Yes, clocks do make ideal Christmas gifts because they 
aré utilitarian and the price range is varied enough to 
meet every gift-giving budget. However, don’t overlook 
the fact that though most of those approaching you will 
be seeking Christmas presents, many others will be 
seeking gifts for other occasions. For weddings, birth- 
days and anniversaries occur every day, year ‘round. 
For such gift needs clocks provide an unlimited choice. 

During the holidays you will encounter numerous 

uncertain” shoppers hungry for ideas on “what to 
give.” In dealing with this type of prospect, ask about 
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the person for whom the gift is intended. If for a man, 
you can recommend a desk or a travel clock, if for a 
woman, a boudoir or wall clock. If it is for a family, 
your field is unlimited. 

One of the really satisfactory qualities of a gift clock 
is that the recipient is reminded of the giver every time 
he looks at the clock. 

So it is that the selling of clocks can be a satisfying 
experience. Give it your interest and you will be repaid 


in kind. 





It’s Interesting 


ABOUT CLOCKS 





URING recent years clocks have 
been given quite a face-lifting. Time was 
when customers were offered, at one ex- 
treme, cheap utilitarian clocks; at the other 
extreme, high-priced “period pieces.” Be- 
tween these extremes there was practically 


nothing offered. 


Today, there is a clock for every room, 
for every purpose, and for every allowance. 
And, all are designed to harmonize with 
every conceivable home decorating scheme 


—from traditional to ultra-modern. 


To give you an idea of the scope of.clock 
models and styles available today, you will 
find it rewarding to scan pages 86 to 89. 
There you will find an exposition of clocks 
—an exposition which presents conclusive 
evidence on the adaptability of clocks to 
every gift budget. 
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Flatware, Table Cut- 
lery and Hollowware 
have a wide appeal. 
Whether the gift is 
for a bride of today 
or yesterday, the 
wide selection of.- 
fered by these lines 
enables you to sug- 
gest proper pieces. 









- before you knew what a diamond was, 
before you recognized a watch as anything but a ticking 
toy—you were familiar with the shape and purpose of 
flatware. Having used it all your life, you have a 
familiarity with flatware which gives you a headstart in 
selling it effectively. 

Because women in particular have read of royalty and 
romance from girlhood, where fine silver has always 
been associated with social success, all women must have 
fine table flatware before they feel socially secure today. 
This desire, created by traditional forces as well as 
national advertising, can make your service in the silver 
departthent a pleasant experience. Your work should also 
be comparatively easy because there is a minimum of 
technical data necessary to the presentation of silverware. 

However, if the customer should ask some technical 
questions, your having the right answer at hand will be 
helpful to you—and your customer’s reaching a favorable 
decision. 

As you know, fine silver is often passed on from one 
generation to another, becomes a family heirloom; so 
customers usually select with great care. 

Of course, you know what sterling is. This is an alloy 
of silver which is as pure as practical for tableware use. 
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Pure silver is too soft, so it is alloyed to make “sterling” 
silver, which is beautiful yet strong. 

Silverplate is pure silver, plated on a base of nickel- 
silver, the latter an alloy which is hard, tough and near 
the color of silver. 

Stainless steel is made from especially balanced alloys 
designed particularly for use in table flatware. As there 
are several alloys, refer to the manufacturer’s literature. 

There are two other trade words which you will be 
using frequently: flatware and hollowware. 

Knives, forks and spoons are designated as flatware. 
Everything else, such as tea sets, bowls, dishes, trays and 
similar items are hollowware. 

But of more importance than all the silverware technical 
information you can absorb is your development of the 
proper silver selling attitude. Actually, selling silver 1s 4 
technique—a frame of mind in which you forget yourself. 


CUSTOMER VISUALIZES SILVER IN HOME 

The person standing across the counter from you }s 
making a decision of semi-momentous proportions. She 
does not see the flatware you are presenting as one 
piece or even as a place setting. She sees it as part of 4 
beautiful table setting in her own home, as a symbol of 
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her own persOnal quality and graciousness. Because of 
this, your approach to prospective silver customers should 
be friendly and full of understanding for the customer's 
mood. 

To be helpful as possible, you should become wel! 
acquainted with the variety of flatware in your store. 
See for yourself why some patterns cost more than 
others. Note the finer detail in some of the designs. Note 
the smooth finish where the bowl of the teaspoon flows 
into the handle. Note, too, the greater weight (more 
sterling used) in the more expensive sterling patterns. 
When it comes to plated ware also, see how certain brands 
of plated flatware carry additional silver at the points 
of greatest wear. 

In the case of stainless steel flatware, note that the 
finer qualities are graded, that is, thicker at the lower 
end of the handle, tapering in thickness toward the ends. 
Note, too, the fine hand finishes which make these pieces 
worthy of use in the finest households. If your store 
carries stainless flatware, it would be well to have the 
jeweler tell you more about the line he carries. 

You should, of course, know the correct use of dif- 
ferent pieces and how a table should be set. 

In presenting a pattern of flatware, state the name of 
the manufacturer and the line. Customers, just as you, 
are impressed with nationally advertised products. 

The moment the customer decides upon one pattern, 
put aside all others and concentrate on her selection. If 
facilities permit, set a dinner plate, butter plate and a 
goblet on a pad so that she can visualize how the silver- 
ware will appear on her own table. 


COMPLETE SETS OR PLACE SETTINGS 


When people buy silver plate, they usually buy an 
entire service. A service for eight, for instance, would 
include eight knives and forks, eight butter knives, eight 
salad forks, eight teaspoons, eight soup spoons and a few 
individual pieces. 

Sterling silver purchases, however, may follow a dif- 
ferent.channel. Here it may be to your advantage to 
talk in terms of “place settings.” A place setting is 
made up of a knife, fork, butter knife, salad fork, tea- 
spoon and soup spoon. 

In addition, there are a great variety of flatware pieces 
which match staple patterns and are essential to a truly 
complete service; as gravy ladles, salad servers, olive 
forks, and cold meat forks. 

There has been a tremendous growth in the public’s 
desire for finely made table cutlery, particularly recog- 
nized as “steak sets,” individual place knives and forks 
and, of course, carving sets. These special items are not 
to be overlooked especially as gifts for those who “have 
everything.” 


DON'T FORGET HOLLOWWARE 


Highly popular gift items, especially at Christmas time, 
are silver hollowware. For the undecided shopper who 
is seeking that “extra-special” gift, nothing can be more 
satisfactory than hollowware. Also satisfying is its wide 
price range. 

here is an opportunity open to a clerk in selling 
hollowware which has proven its appeal. That is, when a 
Customer is interested in a tea service of perhaps five 
pieces and is dismayed by the total price, the clerk 
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should suggest the purchase of one of the pieces—per- 
haps the coffee pot or the tray alone—pointing out that 
the set can be completed by additional purchases at a 
later date. 

Study your stock and literature and your work in the 
silver department will be a pleasant experience. 





It’s Interesting 
ABOUT FLATWARE 


STERLING. By law, sterling must be at least 92.5 per cent 
pure silver. the rest is copper to produce a metal with the 
strength and durability necessary for use in tableware. 100 per 
cent pure silver is too soft to be practical. 

PLATED. Tableware made of a base metal of nickel silver over 
which pure silver is deposited by electroplating. 

INLAY. Process by which pieces of sterling silver are inlaid 
at the wear points of plated flatware; at point where bowl of 
spoon rests on table, for example. An excellent: selling. point to 
be mentioned. 

OVERLAY. Process by which an extra deposit of pure silver 
is put on wear points of plated flatware. On close examination 
this extra protection is evident, should be pointed out to 
customer. 

FLATWARE. Individual place pieces and serving pieces of 
tableware such as spoons, forks, knives, etc. 

HOLLOWWARE. All silver pieces other than flatware; for 
example, creamers, tea services, trays, etc. 

STAINLESS STEEL. A special steel alloy that will neither 
rust nor stain. Used for knife blades in both sterling and plated 
flatware and also for complete pieces of flatware, 


PLACE SETTING. As sold in the jewelry store a place set- 
ting comprises a knife, fork, teaspoon, soup spoon, salad fork 
and buttér spreader. This grouping is made to provide a con- 
venient means for the customer to purchase the basic necessary 
items of flatware by the place and should not be confused with 
the items comprising a setting for the table. The illustration 
below shows the correct setting for an informal dinner table. 





QUALITY POINTS OF FINE SILVERWARE 


. Pieces heavy enough to be substantial and strong. . 

. Pieces stiff enough to resist bending—especially the fork tines. 

. Delicate yet clear-cut ornamentation. 

. Finish with true, deep silvery lustre. ° 

. Carefully finished and polished edges, especially between the 
fork tines and on edge of bowls of spoons, also on the edges 
of hollow handle knives. 


FINISHES USED ON SILVERWARE 


BRIGHT FINISH. Highly polished on fast-rotating buff wheels. 
BUTLER FINISH. Appearance of old silver. Produced by 
first buffing the piece bright and then slightly dulling it. 

GRAY FINISH. A dull or silver-gray finish, whiter than butler 
finish and particularly suited to ornate designs. 

PATINA FINISH. A soft lustrous finish with a multitude of 
fine scratches imitating silver’s appearance after using and pol- 
ishing over a period of years. 
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ies table top is as susceptible to the influ- 
ences of fashion as any other part of the home. This is 
true not only of the items used on it but also of the 
manner in which these pieces are presented and used. 
Fortunately, you have some fundamental background 
facts on this subject. The object of this article is to 
acquaint you with other pieces of information which you 
can use to impress your customers with your knowledge 
of “Table Top” fashions. 

Perhaps you may now know the difference between 
china and earthenware, between blown glass and pressed, 
and between a cut or etched design. If you don’t, ask to 
be shown how you can easily recognize the distinguishing 
characteristics. 

Such fundamentals of the business you need to know. 
Therefore, to simplify your problem, you will find on the 
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Hine China and Gass Complement 
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Christmas is a festive season of 
homecoming — an appropriate 
period for your suggesting the 
heartwarming and always accept- 


able gifts of fine china or glass. 


page opposite, a list of china and glass terms—terms 
which will give you a working knowledge sufficient to 
carry you through most of your sales. 

Just as important as technical information is your 
understanding of the customer, herself. Let us take a 
look at her. If she is buying for her own use, she will be 
in one of three distinct groups: , 

1. The young brides-to-be. 2. The brides-of-yesterday, 
or 3. The young teen-agers who will be the brides of 
tomorrow. 

If your customer is a bride-to-be you may find that 
she is listed in your store’s Bridal Register, where she has 
registered her choice of pattern in silver, china and glass. 
If she hasn’t so registered, suggest that she do so. Thus, 
her friends, seeking a Christmas or wedding gift cal 
know what pieces she possesses and others she would 
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like to have presented to her, in her favorite pattern. 
For those in this group the most convenient way to 
assemble a complete set of china and glass is by place 
settings (one each of the pieces needed to serve one 


person ) : 


A SIMPLE ROUTINE OF SELLING 

Allow your customer a free rein in inspecting the china 
and glassware patterns available. Direct her to your dis- 
play racks, tell her the prices of each design so you can 
determine the price area of her interest. When she 
expresses a preference for some particular design in 
china, then pick a design of glassware that you think 
looks well with the china, select a place setting of 
silverware in her pattern and actually lay out a com- 
plete place set-up on a napkin spread on the counter. 
If your store has a cloth-set table for this purpose, so 
much the better. 

The customer has a pretty good idea about what type 
and price of china and glassware she wants before she 
enters the jewelry store, has frequently in mind a par- 
ticular pattern she previously selected from a national 
advertisement. So, you have only to guide her gently 
toward appreciating some particular ones in your stock 
to close a sale. 


THE FINEST PROSPECT 

This is true particularly of those customers in the 
No. 2 group, composed of women who are brides-of- 
yesterday. Older than the brides-to-be, this prospect has 
probably longed for years to have a beautiful set of really 
fine china and glassware. She has also probably studied 
all the women’s homemaking magazines and is in a posi- 
tion to know what she wants. What is more, she has the 
money to buy it. Such a person is a prospect for eight or 
twelve place settings in china and glassware. This cus- 
tomer is in the age group where you may find her in 
search of a suitable pattern for her daughter. Also, she 
may be calling on you to check your Bridal Register so 
she can select a suitable gift in the proper pattern for a 
young bride who may be a friend or relative. 

The young teen-agers just laying plans for their hope 
chests make up the No. 3 group. A girl in this group 
will probably buy only a few pieces, but she will return 
several times during the next few years before her mar- 
riage for additional pieces. Valuable to your store, she 
deserves your courtesy, patience and help. 


COORDINATE—SELL ALL THREE 


One thing to remember is that a china prospect is also 
a prospect for silver flatware and glassware—all three are 
necessary for a fashionable table. In this connection it is 
worth keeping in mind that though certain designs on 
silverware, china and glass can be considered as matching 
(a floral design with a floral design—or a geometric 
design with a geometric design, for example) it is 
quite proper and in good taste for all three to be of dif- 
ferent patterns. Of course, extreme mixtures, such as a 
California-modern china and an antique-type fancy 
rococco pattern of silverware should be avoided. 

Study the information in the column at the right. 
Study your stock in connection with the material pre- 
sented here and also the information provided in manu- 
facturers’ literature. Equip yourself as well as you can 
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with knowledge. Then approach your customers with the 
pleasant thought that you are going to share an enjoyable 
experience with them—and you will. 





It’s Interesting 


ABOUT CHINA AND GLASS 


DINNERWARE 
BONE CHINA. Fine-quality china developed and still made 


almost exclusively in England, containing bone ash which gives 
it a pure white color. 

CHINA. High quality ware made from special clays and formulas 
by various factories. It is fired (baked) at extremely high tem- 
peratures which makes it hard, durable and translucent. Can be 
distinguished by its bell-like tone if tapped with a pencil. 
EARTHENWARE. Generally, this is all clayware which is not 
vitrified (see below) and translucent as is china. Much fine din- 
nerware is of earthenware. 

EMBOSSEMENT. Raised or relief decoration often seen on 
the rim of a plate, etc. 

GLAZE. A glass-like film which covers the ware, giving it pro- 
tection and brilliance. 

OVERGLAZE DECORATION. Design supplied after the ware 
has been fired and glazed. Gold, for example, is always applied 
overglaze. 

PIN MARKS. Marks on the bottom of ware left by the pins 
which support it during its firing. These are not defects. 
PORCELAIN. Used synonymously with china for fine ware. 
TRANSLUCENCE. A characteristic of true china. The shadow 
of the hand should be clearly visible through a china plate held 
up to the light. 

UNDERGLAZE DECORATION. Designs applied after the 
ware has been fired but before it has been glazed. 

VITRIFIED. Literally, this means changed to a glass-like sub- 
stance by heat and fusion. Actually china and porcelain, while 
they are said to be vitrified, never reach that point, but approach 
it in hardness, translucence and non-porosity. 


GLASSWARE 


BLOWN GLASS. Ware formed by blowing molten glass at the 
end of a blowpipe and shaping it with hand tools or by blowing 
it directly into a mold. 

CASED OR FLASHED GLASS. Richly decorative effect ob- 
tained by the blowing of a glass bubble of one color into one of 
another color. A decorative effect is obtained by cutting a design 
through the outer layer to the differently-colored inner layer. 
CRYSTAL. Traditionally the highest quality glassware with a 
very high lead content. It should never be confused with true 
rock crystal quartz which has in the past been carved into articles 
which are now museum pieces. 

CUT GLASS. Decorated with designs made by cutting the 
glass with highly revolving grinding wheels. 

ENGRAVED GLASS. Most difficult and costly type of decora- 
tion done by artists who use many small copper wheels to create 
designs of three-dimensional effect, infinitely detailed and shaded. 
ETCHED GLASS. Basically, glass-decorated by etching with 
acid. 

LEAD GLASS. Top quality glassware given brilliance, weight 
and resonance by its lead content. Especially adaptable to cutting 
and engraving. 

PRESSED GLASS. Technique developed in Sandwich, Mass., 
many years ago. Molten glass is pressed into a mold by a plunger 
which gives it shape and often decoration. 

STEMWARE. All of the stemmed drinking glassware, including 
sherbert glasses, used on the table or for liquors. Some of the 
new high-based tumblers are also classified as “stemware” al- 
though they may have no literal “stem.” 
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I. you have read the preceding “courses” 
in this series, by this time you are probably surprised 
by your familiarity with jewelry store items; didn’t 
realize how much interest you have had in them for so 
many years. That life-long interest is best demon- 
strated by your familiarity with rings and colored stones. 

Of course, now that you are faced with the problem of 
intelligently selling jewelry set with colored stones and 
pearls you may think to yourself—“Why I don’t know 
one stone from another. All I know is that a ruby is red, 
a sapphire is blue, an emerald green, and a pearl is white. 

You know, too, that if you had to learn by just study- 
ing a lot of different colored stones in a ring tray, you 
couldn’t tell one stone from another. But don’t feel too 
bad about that because an expert has tagged each of 
those items in your stock, so you can’t go wrong. Every 
store has its own system of identification and tagging 
which you should ask to have explained to you. 

The bulk of the colored stone business in the average 
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Up Your Selling Via 





Colored 
Stones 















Don’t be afraid, just respectful, 
as you approach the question of 
learning to sell colored stone 
rings and jewelry. Learn some 
basic facts and call for help if the 


customer gets technical. 


jewelry store is in the less expensive stones. These are 
usually set in birthstone or other types of rings and in 
moderately priced jewelry. The high priced, precious 
colored gems are most often sold in the diamond 
department. 

Before we go into the colored stones a word is in 
order regarding the current fashion popularity of pearl 
strands and pearl jewelry. Simulated (imitation) pearls 
are low in price. Cultured (oyster-made with the aid of 
man) pearls are extremely popular, having the beauty 
of oriental pearls, but available at a modest price. 


THREE CATEGORIES OF COLORED "STONES" 


Colored “stones” used in jewelry fall into three main 
catgories: 1. Genuine stones, those formed by nature, 
2. Synthetics, which are man-made reproductions iden- 
tical with natural gems chemically and physically; and 
3. Imitations, which are man-made reproductions of the 
genuine but do NOT have chemical and physical char- 
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acteristics similar to the genuine. Whatever the stone in 
a particular ring or piece of jewelry, you can be sure the 
jeweler has it correctly identified and marked so you can 
safely transmit the information on the price tag to your 


It’s Interesting 
ABOUT COLORED STONES 


Birthstones and Their Characteristics and Significance 
The following information on the stones of the month is listed 





customer. A glance at either the tag or the stamping 
inside the shank of the ring will tell you the quality of 
the metal in the ring. 

Just a short time ago you were on the other side of 
the counter. You didn’t want a lot of detailed scientific, 


for your quick and easy reference. ‘Following the month is listed 
in order the birthstone, principal color of the stone, the alternate 


stone 


of the month if any, the zodiacal sign for the month, and 


the stone’s significance to the wearer. 


technical information you couldn’t understand and JANUARY . . GARNET [| sere RUBY 
wouldn’t remember. yet ‘i 
Your customer wants to know and should be told if ed and “Contentment” 
"Fidelity" 


the mounted pieces have genuine stones, synthetic, or 
In the case of a birthstone, he, of course, 


AUGUST ... PERIDOT 
Soft Green 


imitation. © FEBRUARY . AMETHYST 
should be directed to the correct gems or colors for a Violet or 
particular month, and perhaps the historical significance Pisces = at ne 
R . , Sincerity eddis own 
of that stone. You don’t have to be a walking informa- Virgo 
tion library to be able to advise your customers on the MARCH ...AQUAMARINE se . 
; ; . % Light Blue — 
correct birthstone in each of the 12 months; just refer a 
to the list at the right. BLOODSTONE SEPTEMBER . SAPPHIRE 
Green with co 
ALTERNATE BIRTHSTONES FOR SOME MONTHS —— "Clear Thinking” 
‘| 1 . . “Courage” 
You will note on glancing at this chart that some OCTOBER .. OPAL 
months will list more than one stone; March, for example. White or Black 
. ; ‘ APRIL .. DIAMOND 
Aquamarine and bloodstone are both listed as_birth- Cl or 
to March. This ; 4 Siihen tinasils ear TOURMALINE 
stones or March. is is to provide a selection for that en : Gesen end other 
month which would offer a masculine as well as a fem- ee colors 
inine stone. Aquamarine does not adapt itself to wear MAY .. . . EMERALD Heoe 
by men so the males are given an alternate stone to Green 
wear that better lends itself to men’s jewelry. Gemini 4 NOVEMBER TOPAZ or 
Further information of ding th “Success” oak edew 
urther information of a genera nature regarding the Success Brownish yellow 
characteristics of the various gemstones is going to be a Sagittarius 
help to you in selling stone-set jewelry. What are the JUNE ..... a Fidelity 
° ° ° ° ire 
various colors available in the different gemstones? What es DECEMBER . TURQUOISE 
are the various shapes or cuts of the different stones? mention > Azure Blue 
There's nothing so complicated or technical about this Red_. — LAPIS LAZULI 
information that you need be afraid. Again it’s all in artificial It. or oe with 
. or gold flecks 
the column to the right. | MOONSTONE “ 
Most of the rings and jewelry with which you'll come wore ZIRCON 
; x : ° ancer Light Biue 
in contact w ill be made of gold in some form. The higher “Heolth" ond Ganiteniens 
priced items will be of karat gold in various qualities— “Longevity” “Prosperity” 


10, 14 or 18 karat. Pure gold is 24 karat, too soft to 
wear well, so it is mixed with a harder metal. Thus, 
jewelry marked 14K is 14 parts of gold to ten parts of 
hardening metal. You will find most rings 10K or 14K 
gold. This is because rings take the hardest wear of any 
jewelry and softer alloys do not wear as well. Other 
jewelry will be made of platinum or palladium, both 
white metals, both noble metals. 


POPULAR SHAPES OF COLORED STONES 


The cabochon form of cutting is used for certain stones in 
order to bring out some form of phenomena such as the “stars” 


QOOULIO 


You will notice that jewelry i ANTIQUE 
lied eo Balled Geld Plus. Seah ox a a = ow OVAL ROUND OCTAGON CUSHION CUSHION 
— . ate. uch stock 1s made of a Faceted Faceted Faceted Faceted Faceted 


layer of gold (of some specific karat quality) bonded 
on to a base metal. It wears extremely well; much, much 
longer than gold-plated jewelry which is made of a base 
metal electrically plated with gold. 

| Speaking of the variety of metals, suggests a particular 
line of jewelry which is good to keep in mind as a gift 


or or or or or 
Unfaceted Unfaceted Unfaceted Unfaceted Unfaceted 


UNFACETED CUTS (Side View) 


LC —S 








suggestion, i.e., emblem jewelry of all types which is CABOCHON BUFF TOP FLAT TOP 
made of all types of metal, plain and enamelled, colored 
stone and diamond set. L ab. . Coen 
There is, of course, much more you might learn but 
CAMEO INTAGLIO 


the information here will provide you with a conversa- 
tional knowledge which will equip you to feel more 
comfortable and confident as you earn yourself the 
pleasure of a successful selling season. 
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in the star ruby and star sapphire. Other opaque jewelry stones 


are cut as in the other illustrations above. 


The transparent 


jewelry stones are faceted (like diamonds) and shaped in the 
various outlines shown at top. 
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A Jewelry Store is a Store of 


Many (its 








Whether you are salesman or from the distaff 


side of the profession of selling, you will find 


yourself fascinated by the great variety of beauti- 


ful and interesting gifts you can offer, beyond 
the standard lines of the trade. 


Do you realize before you became a part 
of the business that the jewelers’ stock goes so far beyond 
just diamonds, watches, tableware and jewelry? <A 
casual trip of observation around your store will enable 
you to make a mental inventory of the many lines car- 
ried; everyone of which enables you to increase the total 
sale to each of your customers. You will discover pens 
and pencils and desk sets, china figurines, ornamental 
glassware, leather goods, decorative ceramics and _ per- 
haps accessories for the bar and kitchen. 

Also, thousands of jewelers today carry comprehensive 
lines of electrical appliances. Still more jewelers carry 
representative stocks of the less-bulky household elec- 
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trical accessories, such as table model radios, clock 
radios, electric razors, toasters, irons, grills, mixers and 
coffee-makers. Make yourself familiar with those items 
of this type carried in your store and particularly study 
the information tags, the booklets, the leaflets, and the in- 
struction sheets on these items which the manufacturer 
has supplied in connection with them. Know what the 
item does, how it does it and demonstrate its features to 
the customer. If there is something about the perfor- 
mance of the piece you do not understand, ask the boss 
to show you. 

So, before you say good-bye to your customer, after 
having sold him something, remember that though that 
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customer may have entered your store for some specific 
‘em, he also has other unfilled gift needs on which he 
yould welcome a suggestion. This should start you 
thinking of all the gift items in your store. It will lead 
you into the most interesting channels of selling, enabling 
you to be more helpful to your customer, more valuable 
to your company and yourself. 

One suggestion should lead to another. For example, 
suppose you are trying to help a customer who wants an 
appropriate gift for a young married couple. You may 
have recommended some table flatware, but the customer 
explained that the young couple has sufficient silver flat- 
ware and hollowware. In that case an excellent follow- 
up suggestion would be a set of individual steak knives 
and forks. 

The advantage of such a set is that it need not match 
the other flatware—and the price could range from that 
of a four piece set of steak knives only, to any number 
of steak knives and matching, forks. 


LIGHTERS OFFER WIDE SELECTION 


One is quick to think of the desirability of cigarette 
lighters. There are types especially designed for pipe 
smokers, for men, young and old, but what of the !adies 
who are always fascinated by the efficiency of the modern 
pocket-or-table lighter which is characterized by clean- 
ness and graciousness? Don’t miss this opportunity for 
suggestion. 


GLASS, METAL AND CERAMIC HOME ACCESSORIES 


And while we are discussing things you can sell for 
the home, let us look to other “extra” items in your store. 
Practically every jeweler carries a selection of “gift and 
art” items, frequently devotes a separate section of the 
store for their display. Here you will find decorative 
accessories for the home, in glass, ceramic and silver. 
Too, you will find flower and plant vases, figurines and 
jugs, interesting novelties and gadgets which will intrigue 
you as much as they will the customer you direct to this 
area. Prices here frequently start at one dollar and go 
up as high as the nature of the store’s clientele dictates. 


PERSONAL LEATHER GOODS 


Personal leather goods, such as wallets, key cases, and 
handbags are stocked by the average to large retail jew- 
elry store—again a line wherein you can move with your 
customer to meet a wide variety of gift needs at varying 
prices. And what a pleasure it is to sell such beautiful 
pieces. And so you should go on throughout your store 
discovering and studying those many items and lines you 
probably never associated with jewelry stores. In spite 
of that, individually they are important. Collectively, 
they add up to 12 to 15 per cent of the average jewelry 
store's volume. They can represent an interesting part 
of your job—should not be overlooked by you as the 
means of valuable sales. 

We suggest you look over the ads and articles in this 
and previous issues of THE JEWELERS’ CIRCULAR-KEy- 
STONE. Being recognized as the leading national maga- 
zine in the jewelry field, this magazine carries the great- 
est number of ads and articles on kindred subjects— 
therefore, it contains more information for your guidance 
than any other single source to which you could turn. 
_ Truly, in the “extra” lines carried by the jeweler there 
lies for you opportunity unlimited. 
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It’s Interesting 


ABOUT GIFTS FROM 
THE JEWELRY STORE 


—They’re Unlimited 
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In this window display various clock styles are suggested as gifts for different people. 





Opportunities Unlimited... 


To Sell Clocks with Timely Displays 


If there is such a thing as a universal gift, a clock is it. The jeweler, with 


his recognized reputation as a gift merchant, is in a position to capitalize on 


this profitable market by displaying and suggesting clocks as Christmas gifts. 


7 
| HE display of clocks, like that of watches, 
demands some special consideration because of the fact 
that clocks are more than decorative ornaments—they 
are complicated mechanisms of which we demand com- 
plete accuracy and efficiency. This is particularly true 
of the clocks which are on the market today—the wide 
variety including clocks combined with radios, calendars, 
barometers and timers—wall clocks, floor clocks, travel- 
ing clocks, clocks which wake you up or lull you to sleep 
with pleasant music, start your percolator and shut off 
your oven. These efficient instruments must still of 
course be handsome and decorative and conform to the 
decor of the room in which they are placed. 
Since our new stock of clocks is so interesting and 
versatile, there is no reason why our display of them 
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should be unimaginative. There is plenty of inspiration 
for interesting displays both in the windows and inside 
the store. With the Christmas season on the way, empha- 
sis will be on gift clocks. The jeweler should never fail 
to emphasize his particular qualification for selling clocks 
—his history as a watch and clockmaker and his ability 
to service the clocks he sells as no other type of shop 
can do. The jeweler is in a most advantageous position 
when it comes to the promotion of timepieces since he 
has a natural heritage of authority on the subject and can 
give his displays a background of tradition which other 
stores cannot do. By placing emphasis on this history, 
the jeweler can attract special attention to his store, gall 
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reature RONSON \WINDSOR tine now 








in new FREE “Palette” display 
... SHIPPED WITH SAMPLER ASSORTMENT W-8 


























Merchandise included in 


' pri i i . Pre-sold with extensive national ad- 
Ronson’s new low priced Windsor line 4, Pre-sold wi aia Aaaeieeen Ud 


offers you four great profit benefits! vertising. 
and gift giving! ‘ ' (2) #25850 Black Onyx; (2) #25851 
2. Can be personalized with mono- display has simulated wood-grain sur- Green; (1) #25853 Turquoise. 
grams, signatures, inscriptions, or em- face. Only 10” high, 12” wide; easeled. 2 Windsor models @ $6.50— 
blems in silver, gold or contrasting (Can be set on counter or hung. Comes #25855 Pink-leashed Poodle on Tur- 
colors on New Hermes Engravograph to you with 8 lighters snugly inserted; quoise. 
Or similar equipment. empty boxes packed with display for ee — $46 (less your nor- 
ma iscoun?t). 

» Wi . use as lighters are sold. 
: Will help you trade up your custom . Order open stock to replace 
rs to higher-profit Ronsons. models when sold. 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS a 
Material Source 


Sketch A 

Peg Board Panel and B. B. Butler Manufacturing Co 
hangers Inc., 3150 Randolph St., Bell. 

wood, Ill., or their local dis. 

tributor 

Christmas tree orna- Display Supply house 


ments and sprays 
Copy panel Show card writer 


Santa Claus mask Display supply house 


Sketch B 
Doll house Borrow from toy store or have 
made in store 
Santa Claus figure, Display supply house 
miniature Christmas 
tree, snowflakes and 


There are various means of lending a Christmas atmosphere to so forth 
clocks, one of which is to decorate them with satin ribbons. Wall paper covered 


panel 
Artificial snow Display supply house 


otneceneserneneseen 
Ae ee inl a RR Mes Sade 


Make in store 





ing added interest not only for his watches and clocks, 
but for his other merchandise as well. This background 
must be promoted in an active and positive fashion, 
however—not in the “like father, like son” manner of 
continuing the same type of display promotion year 
after year. 

Historical displays, tracing the history of clock making 
and the telling of time, will always attract interest and 
emphasize the historical background of the jeweler and 
watchmaker. If you have gathered such material for 
use with watch displays as suggested in last month’s 
article, such material is usually of sufficient interest to 
warrant using it again with a clock display, after a 
reasonable lapse of time, of course. 

The various types of clocks can be related to the rooms 
in which they can be used, or to the people who would 
find them most useful and to seasonal and other activi- a : 

For a store interior display, this beaver 


(Please turn to page 122) 
board Christmas display unit effectively 
exhibits a variety of different clocks. 




















The theme of this Christmas window is "All through the house, time could be told in every room. 
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IF YOU'RE NOT BUYING 





YOU'RE SELLING TOO HARD 
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LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street » MUtual 3173 
CHICAGO 2, ILLINOIS + 55 East Washington Street * FRanklin 2-7791 


DALLAS 1, TEXAS: 1802 Main Street + PRospect 1041 
ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 
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j= vast scope of clock models on the mar. 

ket today is phenomenal. There is a clock style fo; 

every room in the house; and there are clock designs to 

harmonize perfectly with the decorating schemes of mod- 
ern as well as traditional homes. 

The contemporary jeweler has the advantage of offer. 

ing his customers an unprecedented selection of clock 


|. Herschede hour and half hour bell strike 
clock is modern in design with mahogany fin- 
ished case; 8-day movement. Retail: $35.00. 


2. A self-starting electric clock, Sentinels 
"Memo" features a chime bell alarm. Two mod- 
els available; one is $5.95, other $6.95, retail 


3. Model 1038/1! is a Zodiac wall clock with 
an 8-day jeweled movement imported from Ger- 


many. From Roth Bros., 104 E. 23 St., N.V.C. 


4. Cyma dual purpose clock comes with leather 
case for travel use; has 7-jewels, bell tone 
alarm. It retails at $22.50, tax not included. 


5. "Bedford" is a clock-radio by Bendix with 
full range AM _ station selectivity. It has 
an automatically controlled appliance outlet. 


6. For modern kitchens, Seth Thomas offers 
"Breeze," a_ self-starting electric clock. It 
is available in four colors. $6.95 plus ta. 


7. An authentic reproduced antique fe 
carriage clock, this 8-day, 7-jewel model by 


L. Harris Co., Inc., N. Y., retails for $30. 


8. For home or office, this modern elecitt 
clock retails for $16.50, plus tax. It is <= 
able from Etalage Magi Clock, New om 


9. "Celestial" by Sessions is an all age 
wall or desk clock. Flange is of a 
styrene plastic. The retail price !s %'" 
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styles—and at prices to meet the economic positions of 








T- ° ‘ 
¥ all people. But to attract clock customers in quantity the 
x jeweler must offer variety. He must establish among 
members of his community the fact that he carries a vast 
assortment of clocks. 
On these pages, as an industry service, the JEWELERS’ 
I (Please turn to page 134) 
|. For home or office, No. 257! is a combi- 
nation clock-barometer. Retails at $25. From 
Taylor Instrument Companies, Rochester, N. Y. 
e 2. General Electric's "Brite-dial'" alarm has 
4 a luminated dial with an intensity control 
. feature. Ideal for any room; $9.98, retail. 
3. Available in ebony, ivory, green and wal- 
- | nut, this Bulova clock-radio has special out- 
| lets for appliances. Retail price is $49.95. 
4. "Enchante" is an electric anniversary model 
by United, Brooklyn, N. Y. This clock has 
a clear shatter proof dome made of plastic. 
5. "Fantasy" is a modern timepiece featuring 
floating hands." $24.95, retail. Prices are 


. slightly higher in West. From Mastercrafters. 


) §. Suitable for any room, this 8-day clock is 
: agree from Germany by Cuckoo Clock Mfg. 
| 0. of N. Y. Retail prices range from $35-$50. 





| LA desk or boudoir alarm clock, "Balmoral" 
as 7-jewel movement; the alarm sounds like 


tinkle of a bell. $15.95, retail. By Rensie. 8. 


— gold-plated desk clock has automatic 
oy ar, barometer and thermometer. Re- 
" Price is $125. From Angelus Clock Corp. 


a travel alarm clock holds 2 pictures 
wp In cowhide saddle leather case, it 
$s at $14.95. By Henry Sochard, New York. 


| : » m < 

athe 800 Regency" is electric desk clock 

oniais ennwood Numechron Co., Pittsburgh. It 
in brass metal case. List price: $40. 








For kvery hoom 


|. The transparent dial of the "Golden Hour" 
electric clock enables it to blend with any 
background. By Jefferson; $22.50, plus tax. 


2. Swiss imported, this clock has 7-jewel, 
8-day alarm movement; has luminous hands 


and dots. By Clinton. Retail: $39.95, T. I. 


3. The famous LeCoultre “Atmos” clock is 
powered alone by changes in the tempera- 
ture: perpetual motion. It retails at $175. 


4. The “Lyre” clock. is fitted with 8-day, 
4-jewel, Smith movement. It retails at ap- 
proximately $49.95. Mario Mfg. Co., N. Y. 


5. Grandfather clock comes in polished wal- 
nut, oak or mahogany fitted with an 8-day 
movement. Retail: $300 up. By Walter Kocher. 


6. This modern, functional "Golden Vision" 
electric clock is for any room in the home. 
From Haddon Products, Inc. $22.95 plus tax. 


7. Model 940, "Riviera,"’ is 7-jewel travel 
alarm clock by the Florn Co. of N. Y. It re- 
tails for $9.95, Federal Tax not included. 


8. A decorative wall clock, #1508 is 15" 
in diameter; has 8-day, 4-jewel movement. 
From Harris & Mallow; about $32.95 retail. 


9. The new electric “Date Minder" calendar 
clock comes in a polystyrene case in vari- 
ous colors. $9.95, retail. From Lux Clock. 


10. Semca's new "Cutie" clock, #737, is a 
I-day, 7-jewel, alarm timepiece with gilt 
finish case; has luminous hands and dots. 


11. Contrasting colors dramatize an unusul 
"Kite" clock, designed by George Nelson for 
Howard Miller Co. Approximate retail: $25. 
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|. This imported hand carved wall pendulum 
clock has satin gold finish, highlighted in 
gold leaf. From Fred J. Koch, of New York. 


2. The "Claremont" has 3-day jeweled move- 
ment, hour and half hour strike, barometer 
and thermometer. Retail: $280. By Chelsea. 


3, This web wall clock is fitted with an 
imported Smith movement. It retails at $42. 
From Import Mirror & Wall Accessories, N. Y. 


4. "Decor," an electric clock by Telechron, 
has textured dial with numerals on crystal. 
Suggested retail price is $6.95, plus tax. 


5. The entire face of "Glo-Larm" is illumi- 
nated; a hidden light glows through dial. It 
retails at $8.95, plus tax. By Westclox. 


6. Imported from Sweden, Westerstrand's 
Fantasia" is a decorative pendulum wall 
clock. From Porath & Magneheim, New York. 





7. Kalex world desk clock gives local time 
and time in 83 countries; cased in grain 
leather in choice of colors. Retail: $146. 


8. Model No. 500 is a miniature, electric 
grandfather clock with Westminster chimes. 


From C. J. Hug, Co., Highland, Ill. $75.00. 


9. For pin-point timing of photographic, X- 
Ray, and various processes, this interval 


clock timer retails at $9.95. W. W. Gilbert. 


10. Vertical clock-radio by Westinghouse is 
available in either maroon or ivory colors. 


112 Crosley's clock-radio the "V.I.P." has 
a 3-directional speaker, appliance outlet; 
it has a suggested list price of $59.95. 


12. "Du Chateau" is a French baroque mantel 
anniversary clock. It is imported by Henry 
Coehler Co., Inc., N. Y. Keystone: $64.00. 
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Installed three years ago, this greeting card section 


acs GREETING CARD DEPARTMENT at Square 
Deal Miller, Detroit, Michigan, has proved to be a real 
trafic magnet from the first days of its installation. 
Earl Miller, head of this large jewelry store in downtown 
Detroit, says that every jeweler who has enough room 
should put in greeting cards. 
Installed three years ago, Miller’s greeting card sec- 
tion is about 30 feet long and occupies one full side of 
a wide store. Before it was put in, Miller described that 
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by BEN KRUSE 





has become a highly successful traffic builder. 


part of the store as a “dead spot,” and several depatt- 
ments had been tried out there without success. 

The new greeting card section clicked immediately. 
In addition to building store traffic, the greeting cards 
themselves are sold on keystone markup, allowing for 
adequate profits if the volume is sufficient. 

Another advantage became apparent later on. During 
the first two years after the installation, the section of 

(Please turn to page 129) 
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New National Advertising 
PROMOTES YOUR DIAMONDS 








im 
Vogue 


Harper's Bazaar 





In addition to the dramatic advertising that is promoting 
engagement diamonds for you in leading national maga- 
zines . . . a special national advertising series is also 
promoting diamonds for gift occasions. 


This special series is directed to men and women of 
substantial means . ... men and women past engagement 
age, who comprise a big market for diamonds. It stresses 
the unique emotional symbolism, the tradition, of dia- 
monds. It features the most important jewel-piece for gift 
occasions . . . the diamond ring. It spotlights, and helps 
you sell, larger diamonds. 

This is your advertising ... make it work for you. Tie in 
-+. promote your diamonds for gift occasions . . . at Christ- 
mas ...and all year through. 


Town and Country 






Your Diamond Sveuaiion also includes: 


National Advertising promoting the engagement diamond 
tradition—in Life—Look—The Saturday Evening Post 





Publicity in newspapers, magazines, on radio and television 
Lectures throughout the country 


A New Diamond Movie.. .““A Diamond is Forever,” a full- 
color, 25-minute professional film... yours rent-FREE, to 
show in your town. Write to Association Films, Inc., 347 
Madison Ave., New York 17, N.Y. 


Diamond Sales Manual... helpful FREE booklet, “More 
Dollars from Diamonds.” Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 45th 
Street, New York 17, N.Y. 


Tie in with this all-out promotion — keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 


FOR NOVEMBER, 1953 


91 








Every jeweler needs a... 


Workable Credit Record System 





& 


In his new system, Jack Doering can tell at a glance the condition of each customer's charge account. 


No matter whether a jeweler specializes in 
charge account trade or not, it pays to have good, work- 
able credit records, Jack Doering of Doering Jewelers, 
Green Bay, Wisconsin, has learned. 

Doering’s is a long way from being classed as a credit 
jeweler, but the store carries enough charge accounts so 
that they became a headache when they were not followed 
properly. 

A far cry from the type of firm that goes in heavily 
for budget plans and “no money down,” Doering’s has 
developed into a well established, family institution in 
Green Bay. 

The Doering name itself has been prominent among 
Wisconsin jewelers for three generations. E. S. Doering 
opened the first retail jewelry store in the state at Water- 
loo. Five stores in different parts of Wisconsin are being 
operated by his children. E. E. Doering, still active in 
the firm, founded the Green Bay store more than 30 
years ago. 

Since Doering’s has always been a good store for fami- 
lies to buy jewelry and allied merchandise, some of the 
charge accounts carried on its books were established 
two and three generations ago. Doering’s has always 
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been happy to set up 30, 60 and 90 day charge accounts 
for the convenience of its regular customers. 

Approximately 500 charge accounts and 100 to 150 ac- 
counts of the layaway plan type were in effect when Jack 
Doering decided that the store’s credit record system 
needed streamlining. 

The old system was to keep the credit records in 4 
loose leaf binder with a separate page assigned to each 
charge customer. A running total of more than 900 ae: 
tive accounts made the file so large it was hard to manage, 
and it was time-consuming to check on whether a cus 
tomer’s account was in good condition before charging 
additiona! merchandise. At the time the sale was made, 
it was too unwieldy to use at all. 

Jack Doering wanted a new system so that he could 
tell at a glance the condition of each customer's charge 
account. He achieved this by installing a Remington 
Rand “Kardex” cabinet, whose files are made up of over’ 
lapping card pockets with visible acetate margins al the 
bottoms of the pockets. When record cards are placed 

(Please turn to page 124) 


THE JEWELERS’ C-RCULAR-KEYSTONE 








—_ innaaaccaamamammmamams area mama aie: , 


KNOWLEDGE 
IS * 
POWER 


Lea SSS SSS BBR BST TSS SSS SSS BSS ee eee eee 








» 





Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 
jewelry trade which are authoritatively explained in this book. 


THE JEWELERS’ 


{t contains an invaluable wealth of information essential to 


Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. $ 00 

More than 4500 word-and-term definitions, many of them acca — 

clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 





AUTHORS 
Dr. Frederick H. Pough “ 


Curator of Gems and Minerals of the 


American M m of Natural Histor ' 
nay inergienanaes ! THE JEWELERS’ CIRCULAR-KEYSTONE 
John J. Bowman 
Creager | 100 E. 42nd St., 
Bowman Technical School New York 17, N. Y. 
C. M. Hoke 
Consulting Chemist Please send me a copy of the revised JEWELERS’ | 
Jewelers’ Technical Advice Co. 
Joseph D. Little DICTIONARY. Enclosed find $6.00 : 
Authority on antique silver, both sterling and ) 
Sheffield as well as modern plate and sterling. I ioe te Dab or a ee is enclosed 
. « : . ° i 
A limited quantity . Money order ........... is enclosed 
, | 
available , 1 
FE oo ca cneine ste ova ade «eke eA 
Check or money order must 
accompany all orders. Ter re re 1 
' ' 
DO NOT SEND CASH Wie a eucipals i Oi Dine Mes ci a ere ! 
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MODERNIZATION 





Remodeled Store Symbolizes 
Years of Public Confidence 





W HAT makes a jewelry store successful ? 

J. L. Freund, whose firm is now celebrating its 55th 
year in business, offers his basic formula in two simple 
words: “Honesty and sincerity.” 

He opened his St. Louis store at 815 Franklin Ave. in 
1898. Today, in his striking, new establishment at 418 
North Sixth St., he has every reason to believe that his 
simple credo for good business is one well worth follow- 
ing. 

This is why the gray-haired founder, still participating 
in the store’s operation, and M. D. Rothschild, partner 
and general manager, always insists the firm’s 30 em- 
ployees meticulously observe the store’s creed which has 
been responsible for attracting its thousands of custom- 
ers. 

The new modern store has three times the floor space 
of the former location; 16,000 square feet are in the base- 
ment, first and second floors and mezzanine. The ceiling 
of the front part of the shop is two floors high, with an 

(Please turn to page 106) 
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The store's new building-high black structural 
glass front provides a striking architectural 
addition to busy North Sixth St. in St. Louis. 


Freund's Jewelers makes maximum use of wall and 
floor space in displaying merchandise, (left). 
The built-in ceiling spotlights provide excellent 
illumination for over-the-counter selling. 





This winding staircase, located to the right upon entering the 
store, leads to the mezzanine area and the optical department. 
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SHE'LL REACH FOR THE STARS... 


when they're | INIDE STARS 





Yer Goans 


Man-Made to Nature’s Formula 


Sure-Fire Sales Makers for You 


These breathtaking gems—rivaling the best in na- | 
ture—are sure bets to boost store traffic. And shop- 
pers become buyers when you tell them the price. 
Now you can offer the finest to all your trade. 


LinbE scientists have created these magnificent 
gems and leading manufacturers have given them 





an exciting variety of rich settings. 


There's a LrnpE Srar for every sales occasion — 
engagement rings . . . high-fashion rings . . . neck- 
laces, earrings, pins and bracelets . . . men’s rings 
and accessories. 


sHow THE STAR anp THE SALE IS MADE 





FREE 


display card in 
color available on 
request, with list 
of manufacturing 
jewelers featur- 


ing LinDE Stars. 





DpDistiatbuled ty 


CHARLES F. WINSON, Gems 
580 Fifth Ave., New York 19, N. Y. 
MAX DURAFFOURG GEM COMPANY 
576 Fifth Ave., New York 19, N. Y. 





* 
LINDE is a registered trade-mark of Union Carbide and Carbon Corporation 
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by EDWARD LUCAS 


All merchandise is grouped into tight stock control departments by means of a special card system. 





Adequate Inventory Control Is Necessary! 


By adopting z flexible system, this jewelry firm has turned the trouble- 


some necessity of inventory control into a source of sales and profits. 


| control, though one of the jewel- 
er’s most troublesome problems, is one of the best op- 
portunities for him to improve sales, Talcott Brothers of 
Olympia, Washington believes. The control system that 
this firm developed is producing sales and profits. 

A perpetual inventory system wasn’t much of a prob- 
lem when Charles R. Talcott founded the firm in 1872. 
His original capital included only the tools of his trade 
and $50 worth of merchandise. A growing business was 
eventually taken over by his son, G. Noyes Talcott, who 
now has his own son, Richard N. Talcott, as a member of 
the firm. Under their joint management, the store has 
continued its growth as one of the most progressive retail 
jewelers in the state of Washington. 

The Talcotts call their inventory method “unit control,” 
and it has solved a number of stock buying problems that 
had given them chronic difficulty. Since the store car- 
ries full lines in its many departments, which range from 
watch repair to crystal ware, the control system had to 
be accurate and detailed. 

The first step in setting up their system was to group 
all store merchandise into departments. For stock con- 
trol purposes, these departments had only similar items 
in them, and the classifications were more specifically 
defined than on the selling floor. Flatware sterling, for 
example, was separated from hollowware; men’s and 
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women's watches were classified in different departments. 
The Talcotts finished their classification with a total of 
20 stock control departments. Each stock classification 
received an appropriate code symbol. 

After the departmental classification, another pro- 


cedure was required which would add vital flexibility to 
(Please turn to page 130) 





The number of silverware pieces sold each month is recorded; 
this is helpful in reordering and keeping stock at a minimum. 
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BIRTHSTONES FOR DECEMBER 


Birthstones, like music, transcend geographic 
boundaries; their beauty has a universal appeal. 
For example, turquoise was prized by men as farly 
remote from each other as Egyptians and Aztecs. 
Turquoise was one of the earliest stones known to 
man and records of mining have been traced back 
as far as 5500 B.C. In fact, the earliest known 
jewelry is believed to be a set of bracelets of gold 


and turquoise. 


Blue zircon shares the birthstone spotlight with 
turquoise. In ancient astrology blue zircons were 
supposed to impart the powers of wisdom and 
prudence. Today, the zircon’s appeal is not depen- 
dent upon superstition—only its inherent beauty. 


Turquoise is available in natural stones; zircon 
is obtainable in natural stones or synthetic spinel. 











A Display of 
Turquoise and Zircon 


Miniature Christmas trees display 
Turquoise and Zircon rings for Decem- 
ber birthstone gifts. Circular pads—one 
on an elevation, the other on the win- 
dow floor—hold additional rings. Star 
cut-outs are scattered across the back- 
ground and small gift-wrapped pack- 
ages are placed on the floor to the left. 
Narrow paper scroll curves across the 
floor with the window copy. 
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WINDOW DISPLAY 


is yours when you order 
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these 4 rings at a 
total cost of just $3090 















TEEN-AGE TEEN-AGE 
MAN’S RING LADY’S RING BOY’S RING GIRLS’ RING 
#£60380 #5840 #60383 3£5845 


Your cost Your cost Your cost Your cost 


$] 950 $g00 $ 550 $400 


AND .. .here’s what you 
get Each Month 






















Rings enlarged to show detail 


Dason provides the only Time-Tested 
means of selling both the adult 
and teen age ring markets! 


A new display insert 
furnished each month with 
your order at no extra cost. 















Start now by ordering as little as one of each of the four 
rings which we ship you along with the window display, plus 
a display insert, plus a newspaper mat. THEN, each month 
that follows, we automatically send you the four rings of the 
month, a display insert and mat. That gives you a complete 
set-up, keeps you featuring and selling birthstone rings con 
sistently, doing a good job right along, without continuous 
planning or large inventory. 


No obligation! You may terminate at any time! 


Send your order now! Start selling birthstone rings! 


An appropriate mat 
furnished FREE each month 
with your order. 






WE MANUFACTURE A COMPLETE LINE 

OF DIAMOND RINGS, WEDDING RINGS, 9 

FRATERNAL RINGS, STONE-SET RINGS, 
LINDE STARS, TEEN-AGE RINGS 












JEWELRY MANUFACTURERS SINCE 1894 


DAVIDSON & SONS 


JEWELRY CO., INC. ron 
20 WEST 47th ST., NEW YORK 36, N. Y. Coe the Dason Man's Line: 





All with complete selling aids 





























| GEMOLOGY. 


How Can Gemology Work for You? 


Suggestions and sources of aids are provided in this article for the retail 


jeweler who desires to utilize the knowledge of gemology to elevate his 


position in his community, as well as to increase his overall business volume. 


‘on importance of the diamond to the jew- 
elry trade has stimulated the production of much more 
educational material on diamonds than we find for all 
the other stones put together. In addition to display 
models and booklets that have been produced by several 
firms interested in the selling of these items, we find the 
excellent institutional promotional activities and publica- 
tions of N. W. Ayer and Son, Inc., which benefit all 
jewelers. Their material is accurate and well-planned; 
and most is free on request, or available at a nominal 
cost if desired in large quantities for distribution. All 
jewelers should acquaint themselves with this material. 


LEX TORES 





Illustrated above are a few of the many educational booklets and 
leaflets on diamonds which are presently available to jewelers. 


Latest important addition to the wealth of N. W. Ayer 
material is the new color sound film “A Diamond is For- 
ever.’ This 16mm. sound film runs for 27 minutes. 
Since it is on 16 mm. film, it can be shown on ordinary, 
amateur-type projectors, on which we do not have the 
fire restrictions that handicap 35 mm. films. This new 
film has replaced the older black and white films that 
were made available in the same way. It is distributed 
for N. W. Ayer and Son, Inc., by Associated Films, Inc., 
39 West 45th St., New York City and no charge is made. 
Anyone may have it for a group showing; jewelers, clubs, 
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by DR. FREDERICK H. POUGH 


schools, and even theaters. It is a professionally finished 
job and well worth seeing and showing your customers. 


Another type of promotional entertainment and pain- 
less education is provided by N. W. Ayer and Son in the 
person of Mrs. Gladys Babson Hannaford. Mrs. Hanna- 
ford does not go to stores, preferring to avoid obviously 
commercial tie-ins. She lectures most often to young 
people (the most likely prospects for an early diamond 
sale) in groups at schools, colleges and junior colleges. 
Her route is planned about a year in advance and she 
visits cities to which she has been invited by some suit- 
able institution. Any jeweler who would like to have 
her come and talk to a group in his community should 
obtain the leaflet on her talks and use it to interest local 
educational authorities in arranging for a talk. Mrs. 
Hannaford is an experienced lecturer and her talks have 
proved very successful—so successful that she is often 
asked to return to the same institutions year after year. 
The leaflet “Diamond Talks” can be obtained from N. W. 
Ayer and Son, but definite arrangements may take some 
time to consummate for Mrs. Hannaford is very popular 
and very busy. 

Jewelers who find themselves obliged to give speeches 
on radio, television, or to groups in their communities, 
also get some assistance from N. W. Ayer. Two speeches 
have been prepared for the jeweler: “Diamonds with a 
Past” and “Who Sets the Fashions in Diamonds.” They 
are complete with suggestions about common speakers’ 
errors, how to arrange a display, supplementary material 
and even include a set of prompting cards for the speaker 
who wants to do a professional job without reading the 
actual manuscript. The preparation of this material is 
very thoughtfully planned and will make a good start for 
a jeweler who later on, with the confidence this experi- 
ence has given him, will go on to prepare his own 
speeches. 

There are few speakers on diamonds that the jeweler 
can offer to local groups, though one or two lecturers 
have offered diamond talks from time to time. This sit- 
uation probably changes every year and the jeweler can 

(Please turn to page 112) 
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Radio Show Hits the Jackpot! | 


When Ed Kessler of Lexington, Ky., decided 


to sponsor a jackpot quiz program, his aim 


was to win friends and gain sales within 


his trading area. And radio did the trick! 


Jim Narz, above, is the announcer for the 
"Kessler Jackpot Show." His warm person- 
ality has won many friends for the store. 


by B. G. NEWHOFF 


66 ~ 

TAND BY for the Kessler Jackpot show,” 
is the command heard by listeners to radio station WKLX 
in Lexington, Kentucky, each evening, Monday through 
Friday, at 6.15 Central Standard Time. After a musical 
introduction Jim Narz, the announcer, continues, “Eddie 
Kessler, your friendly jeweler, is bringing you the Jack- 
pot Show. Every night we call several contestants to ask 
them the current jackpot question. Tonight twenty dol- 
lars is riding on the question; if no one answers, it will be 
worth twenty-five dollars tomorrow night. 

“Now, while I make the first call of the evening the 
Kessler orchestra will play Could It Be You?” 

The music breaks off in the middle of the selection as 
Narz says, “Hello, is this Miss Ruth Albow? She isn’t 
in? Who is this speaking? Her mother? Would you 
like to answer for your daughter? This is the Kessler 
Jackpot calling. Your daughter sent in a card identifying 
the Kessler Special of The Week, and we chose it from 
the file from which we select all the names and numbers 
we call. If you’ve been listening to WKLX during the 
day, you've heard the Kessler special mentioned several 
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times. You want to take a try, Mrs. Albow? All right. 7 
Can you tell me the address of the Kessler Lexington ~ 
store, Mrs. Albow? Yes? That’s right! The corner of 
Main and Lime.” Narz’s voice sounds happy that the © 
contestant has given the correct answer to the preliminary ~ 
question which always precedes the jackpot question as 4 ~ 
qualifier. 

This first question is always related in some way to 
the Kessler store or its advertising. Sometimes the con- @ 
testant is asked to give Kessler’s first name, sometimes @ 
to give the store’s slogan, again to name the towns in 7 
which the other Kessler stores are located. Whether or @ 
not the contestant can answer this question depends ~ 
entirely on his or her observation, not on any academic 7 
knowledge. It is purposely framed to call listener atten- ~ 
tion to Kessler’s, to create in both audience and pat = 
ticipants on awareness of Kessler as a jeweler. ; 

Questions asked are never so obscure that the answers — 
cannot be found in ordinary reference works readily 
available such as the World Almanac and an encyclo ~ 

(Please turn to page 126) 
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requirements. Platinum and gold Jewelry— 
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precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue @e New York 17, N.Y. 
VAnderbilt 6-0457-8 














From Pool to Jewels 


Interior of Tracy & Hauser store 
looking toward the gift section 
in the rear. Below, Wyman Tracy 
shows display piece which he 
designed especially for watches. 





Looking at the Tracy & Hauser jewelry store today, it would be hard to 
visualize it as a former pool hall. Hard work and ingenuity by the two 


partners built a profitable business in this university-industrial city. 


ie took a lot of work and ingenuity to con- 
vert the store at 410 State Street, Beloit, Wis., from a 
pool hall into a well laid out jewelry store. But it took 
even more work and ingenuity during the following four 
years to turn that jewelry store into a paying proposition. 

Nevertheless, in this relatively short time, Tracy and 
Hauser, Jewelers, won a definite place for itself in this 
part-college, part-industrial town. 

Tracy and Hauser is a successor to the store operated 
in lowa City for more than 20 years by the late George 
Hauser. With Mr. Hauser’s death in 1947, the Iowa 
City store began a downhill slide which ended when it 
went out of business two years later. 

Dr. Clark McGaughey, a son-in-law of Mr. Hauser who 
assumed part of the responsibility of management of his 
estate, was a long-time resident of Beloit. On meeting 
Wyman Tracy and discussing the Iowa City store with 
him, the two men hit upon the idea of moving the store 
to Beloit. 

Since this decision was made in late fall, it was neces- 
sary to act quickly so that the store could be in business 
in its new location in time for the holiday rush. 

The most desirable location to be found was the site 
of a recently-closed pool hall. With the signing of a 
lease shortly after Thanksgiving Day, the new partners 
immediately launched a whirlwind remodeling program 
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aimed at readying the store for business by mid-Decem- 

ber, 1949. This was a notable feat, considering the ex- 

tent to which the building had been misused by its 

former occupants. However, the store, new front and all, 

was completed in time for the jewelers to catch the 
(Please turn to page 132) 





Entrance to store's gift department is flanked by new diamond 
room at the right and separate room left, for china and glass. 
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IMPORTERS AND CUTTERS OF 


DILAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London: 32/34 Holborn Viaduct 














DIAMOND 


Emerald Cut 
and Marquise 


SAPPHIRES 


RUBIES: EMERALDS «STAR RUBIES 
SAPPHIRES « PEARLS + CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


608 Filth Avenue New York 20, N.Y. 


Phone Circle 5-5673 
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Fashion Know How Heh 


‘.. OF YOU PEOPLE who are going to work 
as special clerks in jewelry stores during the holiday sea- 
son will be able to run up a better sales record if you can 
talk to your customers about fashion. 

Jewelry store customers want to know what the latest 
style trends are. They want to be certain they are 
buying top styling in jewelry, decorative accessories, and 
gifts. And they will buy from you more quickly if you 
can show them how urgently new jewelry accessories are 
needed to coordinate with present clothing styles, how 


|. Volupte’s new watchcase compact of gold colored 
metal is decorated with a wreath of laurel leaves, 
and sparkling rhinestone medallion. $15.00, retail, 


2. Gutenstein Brothers, New York, N. Y., prestige 
compact comes in I4K gold decorated with emeralds 
and diamonds. Compact is priced at $1175, Keystone. 


3. "Festival by Volupte features cultured pearls 
with rhinestones and simulated emeralds. Necklace 
is $10; bracelet $15; earrings $10; retail prices, 


4. This gold-filled rope chain bracelet by Winard 
spells the word "“dearest'’ in the imitation stones 
centered in the heart charms. From left to right, 
Diamond, Emerald, Amethyst, Ruby, etc. $12 retail. 


5. Arnstein Bros. & Co. has just introduced a new 
series of diamond engagement and wedding ring sets 
which come with a I4K gold fluted attachment that 
slips under the top of the engagement ring, which 
thus converts it into a cocktail or a dinner ting 








in Holiday Selling 





necessary they are for the new “smartly dressed look.” 

Of course you're anxious to get busy with your selling, 
and so we'll try to make this fashion capsule quick and 
easy to digest. You'll find two brief summaries, one for 
men, one for women, covering the major fashion trends. 
These are followed by several pages of photographs which 
will acquaint you with some of the newest styled mer- 
chandise on the market. 

They say that Martha Washington cried at her wedding 





(Please turn to page 135) by WINIFRED PARKER 
Illustrations by Dorothy Burke 

















|. "Mr. Big" cuff links and tie bar is one of six 
new sets of men's jewelry introduced by Jacques 
Kreisler for Christmas. Set retails at $7.50, T. I. 


2. Tie clip, cuff links and matching money clip in 
new diagonal-rib design by Swank are available in 
gold-filled or sterling silver. Tie clip is $5.00, 
cuff links $5, money clip $10; prices are retail. 


3. Blackinton handsomely combines sterling silver 
and I4K gold in this matching men's jewelry. Cuff 
links $10, tie bar $8, buckle $16, Keystone prices. 


4. Anson's sterling silver cuff links and matching 
tie bar are in a diagonally striped design. The set 
comes in gift package; approximately $10, Keystone. 


5. Charm Craft's jewelry for men comes in a series 
featuring sterling silver with rhodium finish or 


gold filled. Models shown are $5, $5.50, Keystone. 
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Fashion “Know How’ Helps 


|. Diamond jewelry by Harry Winston features necklace 
and bracelet in delicate leaf-like design and flower 
petal earrings and pin. The jacket is by Frederica, 


2. Three-dimensional jewelry by Bogoff has blue col- 
ored stones, rhodium finish. Earrings retail at $12: 
bracelet $15; necklace to match (not shown) $30. The 
rhinestone dropped contour earrings retail for $15, 


3. Fashioned of rhinestones and rhodium in a classi. 
cal leaf pattern, this set is from the Ralph Singer 
Co. Necklace $8; bracelet $7; earrings $3, Keystone. 


4. In J. R. Wood & Sons new series of wedding bands, 
"Flowers of Love," the bride and groom can select 
their favorite flower to wear for a lifetime. Rings 
in this new series come in 14K yellow or white gold. 


5. New "Sun-goddess" design by Krementz comes in 
14K gold overlay of a new clear light yellow color. 
Necklace $25; earrings $17.50; brooch $16.50; Keystone. 
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In Holiday Selling 


|. This unique wrist watch by Omega has a bracelet 
of scalloped gold forming a cuff with a diamond- 
studded cuff-button. The “button” opens to reveal 
a tiny timepiece. Diamond ring by Clere of Paris. 


2, Available in 14K gold set with Linde synthetic 
star sapphires and rubies, these three smartly de- 
signed rings by Boucher retail from $105 to $130. 


3. Mercury Ring Corp.'s new series of 3-D earrings 
come in a choice of I4K yellow or white gold, set 
with diamonds. Prices range from $34.75 to $75.00. 


4, This sterling silver compact features a 14K gold 
design. It is manufactured by R. Blackinton & Co., 
North Attleboro, Mass. The Keystone price is $22. 


5. Simple sophistication is the style theme of this 
oval link design created by Trifari. Called "First 
Lady," the necklace retails at $25; the bracelets 
are $12.50 each; earrings are $7.50—all plus tax. 
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Famous Diamonds of the World 


FLORENTINE 


We turn to Tavernier again for the known history of 
the great yellow diamond of the Medici family. In 1657, 
the French traveler and gem trader visited the reigning 
Duke of Tuscany in the city of Florence and was shown 
a clear yellow stone weighing 137 carats. But legends 
about the diamond go back as far as 1476 when Charles 
the Bold, Duke of Burgundy, is supposed to have been 
wearing the stone when he fell in battle. A peasant or 
foot soldier found the “large lump of yellow glass” on 
the Duke’s person and sold it for a florin, after which it 
changed hands innumerable times for small sums of 
money. Pope Julius II is named as one of the owners. 
But when the Medici family became extinct, the gem 
passed to the house of Austria through a marriage ar- 
ranged between Maria Theresa of Austria and Francis 
Stephen of Lorraine, later Grand Duke of Tuscany. 
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It was among the crown jewels in Vienna for many 
generations and was on view in the Hofburg or city 
palace as late as 1938. Rumor says that Hitler stole the 
gem when he invaded Austria but that it was regained 
by the American Third Army. It was valued by the 
Austrians at $750,000. The cut is described as a double- 
rose pendeloque or pear with 126 facets. When seen at 
the Hofburg in 1938, it was unmounted. Maria Theresa 
is said to have worn it in a brooch, flashing on her fur 
muff, when she went sleighing through the Vienna woods. 





Remodeled Store 


(From page 94) 


open staircase offering easy access to the mezzanine and 
the optical department. All executive offices and work 
rooms are located on the second floor, out of the selling 
area. 


The main sales floor has been laid out to provide maxi- - 


mum visibility of merchandise. Diamond and watch 
departments are housed in two central bays. Silverware, 
china and glassware, costume jewelry, luggage and elec- 
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trical appliances are strategically placed along the walls 
Available wall space has been well utilized in large, well. 
lighted shadow-box cabinets. Full display advantage jg 
not only gained, but an illusion of added width is lent 
to the store. 

Fluorescent fixtures are combined with recessed spots 
to provide soft general lighting, and to angle direct jlly. 
mination on the contents of the specially-designed floo, 
cases. The reflection from mirrored pillars adds to the 
appearance of the size of the store. 

Freund’s has taken a bold step in displaying watches. 
Most time pieces are set in handsome pads made of gold- 
tooled maroon leather and gray fabric. The displays are 
then grouped by price and maufactureer, with both brand 
and price indicated on the pad with small, discreetly 
lettered cards. 


EMPHASIS ON BRAND NAMES 


Having long believed in brand name merchandise, 
Freund’s places heavy emphasis on the store standing 
completely behind the fine watches and other merchan- 
dise it handles. No limit or time guarantee is placed on 
purchases from this store. Customers know that if a 
watch bought at Freund’s is defective, Freund’s will ser- 
vice it. 

Stocks are kept as up-to-date as the store itself. For 
example, in addition to a wide variety of men’s and 
women’s sports and dress watches, the firm also carries 
a substantial assortment of chronographs, calendars and 
self-winding timepieces. 

At the rear of the store is Freund’s watch service de- 
partment. Tyrus Goodnick, the store’s technician, han- 
dles all estimates here for the servicing of both new and 
used timepieces brought in for repair. To him, chrono- 
graph and other special features servicing jobs are just 
as much part of his regular day’s work as their sales in 
the center of the shop. 

When a chronograph is being shown to a customer, 
the technician is often called over from the service 
counter to explain its operation. At the same time, the 
intricacy of the movement is pointed out to the prospect, 
emphasizing the need for special care in wearing and 
handling. As a result, from the beginning, the buyer is 
made aware of the service charge that may be incurred 
by repairs, due to breakage or careless treatment of the 
special watch. 

It has always been store policy to discourage the sale 
of chronographs as “gadgets” for youngsters and other 
prospective customers who have no appreciation of the 
services performed by this special type of watch. 
Freund’s believes that a non-user inquiring about a 
chronograph can be just as easily sold on another type 
of fine watch. Thus, few sales are lost, the consumer 
owns a watch that is practical for his needs, and the 
chance of a come-back is minimized. 

A valuable advertising medium that Freund’s has built 
up over the years is an extensive mailing list. Totaling 
more than 50,000 names and addresses, the management 
uses it to full advantag in informing their customers of 
the services offered by Freund’s. For example, once 4 
watch has been purchased, that customer will be reminded 
by direct mail of the need for a check-up of his valuable 
timepieces. And not one follow-up letter is used. A 
series of three letters goes out at brief intervals if the 
customer does not come in. 
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o matter what diamonds you need, 
your first memo order will prove 


to you that WILLIAM LEVINE has them, 





and at prices that reflect 







today’s greatest diamond values. 






<< Write for 
WILLIAM LEVINE’S FREE 
folder on Specials for 


e month. 
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Suggestions for Christmas gifts were made in this window display at Jacobs jewelry 
store, Minneapolis, under the theme, "The best gifts of all come in a Jacobs box." 




















For discriminating shoppers, Hertzbergs, Created by Rosenzweigs, Phoenix, Arizona, 
San Antonio, Texas, featured a variety of this colorful window displayed effectively 
hollowware in this festive window display. sterling flatware and hollowware items. 
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The theme of this Christmas window by Birks, Toronto, Canada, was mete 
"The present with a long future.’ Against a simple but effective amen 
background the store displayed a limited number of fine watches. me 














ee 














An impressive variety of figurines were shown in this window dis- 
play by H. H. Conder, Lordsburg, New Mexico. At one side of the 
window was a Christmas tree; beside it was a Santa Claus figure. 














Bigelow Kennard, Boston, mounted cutout trees with 
shelf ledges for props in this display. Distinctive 
paper weights, lighters and desk items were featured. 
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KY This mass display of men's jewelry was created during last Christmas season by 
Shaw's, Fort Worth, Texas. Merchandise included lighters, pens, clocks, ete. 























Our Highland Village store is fairly burst- 

ee. Oe antin 
DE we 3871 _—items we advise you to WRITE, PHONE or 1 AM. 

STOP IN tomorrow! Mail orders filled in 8:30 P.M 

24 hours. 

Gift-boxed and delivered without charge! 














| Three over-sized candles dominated this window display by Henry Birks, Canada. 
Titled "Christmas Table Talk,"" items shown included crystal and china pieces. 
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Store prestige was capitalized 
on in the Jacobs ad, above. The 
unusual Berman Jewelers ad, at 
right, was directed toward the 
late Christmas gift shoppers. 
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ino mma cusnae Krasnow's, Providence, Rhode Island emphasized variety in prices (from $5 to 
$25) as well as in merchandise in this mass display of Christmas gift ideas. 
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Compacts for milady were the only merchandise 
shown in this unusual window of T. Eaton Co. of 
Toronto, Canada. The short stands, each topped 
with a compact, were covered in silver tinsel. 





A tiny cupid figure in the center of this 
window by Smith Patterson, Boston, wore a 
pine tree headpiece. Merchandise shown in- 
cluded china, glass, ceramics and figurines. 












Familiar Christmas props were used in the back- 
ground of this window display of Shreve, Crump 
& Low, Boston. Luggage, clocks and tableware 
items were the features of this window display. 
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How Can Gemology Work for You? 
(From page 97) 


probably keep posted on it if he follows advertisements 
in the trade magazines. At least one speaker travels 
around giving demonstrations of diamond cutting. An- 
other has a diamond exhibition emphasizing the historical 
aspects of diamonds illustrated by miniature figures of 
kings, queens, rajahs, and other owners of famous dia- 
monds. 

Illustrative material for talks, for television programs 
and for window display is very useful to the jeweler. 
He can obtain sets of glass models of famous stones. 
These were not available for many years, but can now be 
obtained from Fred Frankel and Sons, 28 West 38th St., 
New York 18, N. Y. In addition to a set of 3 Cullinan 
(pronounced kul linn’an) stones and a second of 15 fa- 
mous stones, there is an educational display of models 
of the stages in the cutting of a brilliant. This particular 
set is very valuable to the jeweler who wishes to empha- 
size in his talks or displays the tedious processing and 
great skill that go into the fashioning of the finished 
, stone. Booklets for consumer distribution “How a Dia- 
mond is Cut” accompany this set. 

There are numerous other booklets on diamonds that 
the jeweler may obtain. Some are for his use alone, to 
help him learn about diamonds and to help him mer- 
chandise diamonds. A few are for consumer distribu- 
tion and obtainable at cost. N. W. Ayer and Son is the 
source of several free booklets “More Dollars from 











Diamonds” which contains small charts of the popular 
diamond cuts, and “Bigger Sales for Bigger Diamonds.” 
In the same vein we find the JEWELER’s CircuLar-Kgy. 
STONE reprint of their series of diamond articles, entitled 
“On Merchandising Diamonds.” The material in these 
leaflets will be found useful in selling, and also valuable 
to the jeweler who “talks” diamonds. 


INTERESTING LEAFLETS AVAILABLE 


From the standpoint of diamond talk, there are some 
other leaflets that are free to the jeweler that will be 
found interesting. Also from the JEWELERS’ CircuLar. 
KEYSTONE they may obtain the article by Mrs. Hannaford 
on her trip to Africa to visit the diamond deposits of 
Southwest Africa, “Diamonds in the Dunes.” N, W. 
Ayer and Son has a mimeographed leaflet that they keep 
up to date (this is one of Miss Dorothy Dignam’s loves) 
entitled “The Histories of Some Famous Diamonds,” |t 
contains a wealth of facts and legend that can be used in 
many ways, in ads, in talks, in spot announcements, and 
in short space fillers for local papers. For this purpose 
N. W. Ayer has already prepared two more mimeo- 
graphed releases: “That Most Engaging Ring” and 
“Why the Diamond.” 

All of the above leaflets are free, but are intended for 
the jeweler or for publications. For consumer distribu- 
tion, N. W. Ayer and Son has prepared a booklet with 
an attractive color picture in the center “The Day You 
Buy a Diamond.” This can be imprinted with the jew- 
eler’s name and be distributed in quantity. For this 
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In the face of the worst disaster 
in Cultured Pearl History 





Call it foresight, call it good business or call 
it just plain luck, but just before this 
devastating typhoon struck the Cultured 
Pearl breeding grounds, Imperial ordered 
and received from Japan the biggest ship- 
ment of Cultured Pearls in the history 
of their business. We did it because we 
thought the market was ready. 
However, we realize we were lucky when we 
read of this disaster. But you share in 
this luck because only through this tre- 
mendous shipment can Imperial Pearl make 
this announcement: 
“In the face of the worst disaster in Cul- 
tured Pearl history Imperial can deliver 

- and at no increase in price.” 


The World’s Finest—Known the 

World Over. It will pay you 
to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 








New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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reason a small charge to cover its cost, is made by the 
distributor, the Reuben H. Donnelly Co., 305 E. 45th 
St., New York 17, N. Y. They also have a smaller leaflet 
to stuff in mailings, “Gift of Love,” and this can likewise 
be imprinted with the jeweler’s name. 


DISPLAY CARDS FOR WINDOWS 


The Donnelly Co. can also supply display cards and 
other store material to assist in the preparation of dia- 
mond window displays. As with the colored stones there 
are sources from which actual examples of uncut dia- 
monds may be obtained for educational window displays. 
They are always desirable to own, anyway, for there 
seems to be a fascination about the appearance of uncut 
diamonds. So many people suspect the quartz pebbles 
they run across on picnics of being unrecognized trea- 
sures that an exhibit of the real thing is certain to attract 
attention. It would not do any harm to make up a dis- 
play showing the real thing along with a number of the 
stones that have been mistaken for diamonds. Actually, 
familiarity with the appearance of diamond crystals will 
prove of value to the jeweler himself, for he probably 
finds himself called upon, occasionally, to pass on these 
bits of “precious” material. The disillusionment is more 
complete, and more painless, if it is done by letting the 
inquirer see for himself how unlike a diamond his quartz 
pebble really is. The surface luster of a diamond has no 
resemblance to that of the smoothest quartz. Industrial 
diamonds, the type that are used for diamond dust, and 
known as bort, sell for only a few dollars a carat. They 
may be obtained from industrial diamond houses. 
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Even more interesting specimens, diamond crystals : 
embedded in “blue ground” the matrix from which they — 
are recovered, can occasionally be purchased or rented. 
Many of the specimens that one sees are assembled 
with the diamonds inserted by man, but for dis. 
play purposes they serve as well as the real thing. After 
all, the matrix is from South Africa and the dia. 
monds originally occurred in such a rock. Real ones 
are rare, but they are found. It is said that the DeBeers 
authorities pay a reward for the discovery of a crystal ip 
the matrix in the mine, so genuine specimens are recoy- 
ered from time to time. Some times specimens can be 
borrowed from museums to make worthwhile additions 
to the display. 


JEWELERS USE OWN MATERIAL 


Because of the importance of diamonds to the jewelry 
trade, a number of jewelers have taken the trouble to 
make up their own educational and promotional leaflets, 
They usually tell their customers something of the prin- 
ciples involved in the judging of a diamond, explaining 
the factors that combine to determine the value of any 
stone. The importance of color, make, and the type and 
location of flaws can easily be shown in such a brochure, 
Any jeweler can make one up for himself, and have it 
printed locally, using sketches from other publications 
and advertisements in the trade magazines. Line cuts 
can easily be duplicated, and can be modified by addi- 
tions of letter press or enlarged or reduced. Photographs, 
to be reproduced as half tones, can be obtained from such 
sources as N. W. Ayer and Son. Jewelers who have 
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* illustrated above, in actual size, is our world-famous cultured necklace, ‘The Princess of Polynesia 

















Keepsake—a Must with 





G. H. NEWTON, Gen. Manager 
Newton's Jewelry Company 
101 Fifth Ave., Joplin; Missouri 








Only America’s Largest Selling Diamond Rings 
Offer You All These Big Selling Advantages 


@® QUALITY... the hallmark of Keepsake Diamond Rings. The words ‘‘Guaranteed 
Registered Perfect Gem’’ appear on the Keepsake tag. 

@ WRITTEN GUARANTEE... the famous Keepsake Certificate of Registration 
guarantees perfection in writing. 

@ NATIONAL ADVERTISING ... the strongest in the ring industry —and ‘‘dealer- 
localized’’ to produce sales results. 

@ POWERFUL MERCHANDISING ... effective dealer sales aids include newspaper, 
radio, TV, point-of-sale, outdoor, direct mail and movie advertising. 


Insure success in your diamond department 
with KEEPSAKE—World’s Finest Quality — <= 
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|. 
NQ oll Keepsake 


| AMON D RINGS 


for information about a Keepsake 
ite Franchise in your area. 
Mi A. H. POND CO., INC. 


SYRACUSE 2, N. Y. 
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Newtons in Four States 
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————————————— a 
——— DISTRIBUTORS —— 
Established 1914 101 Fifth Avenue 

JOPLIN, MISSOURI 





A. H. Pond Co-; Inc. September 9: 1953 
Syracuse 2, N. ts 
Dear Sirs: 

ond Rings 


we bought Keepsake Diam 
m in another 


A few years ago 

for one of our stores, Later adding the 

of our stores. Today, We stock Keepsake in all of 
our stores, located in Missouri, Oklanoma, Arkansas 


and Lowa. 





tising has 
wise to attempt 
well balanced Keepsake 


el that Keepsake 
~ the very 


The quality of Keepsake and its aaver 
proven to us that it would be very un 
to do pusiness without 4 very 
line in each of our stores- we fe 
4" with us whe omers war 


is a “mus 

pest. 

We plan to keep Keepsake Diamond Rings in 100% of 
on. 


our stores from now 


s very truly; 


s JEWELRY PANY 


Manager 


Your 


G. He Newton, Gen. 





























produced such promotional pieces seem to have been 
weil picaced win the results they have obtained.  ¢ 
should be remembered that their effect on the public goes 
well beyond the sale of diamonds alone; the confidence 
that their use engenders spreads over into other items the 
jeweler carries. 

Lastly we might speak very briefly of some of the 
instruments that are useful to the jeweler, but which can 
also be used in a way that will help business. The jeweler 
should own some testing instruments anyway; and most 
cf them have been discussed many times before. The 
refractometer and the polariscope are of little or no use 
in diamond testing; it is the loupe and the microscope 
that he needs for diamonds. The effect of seeing a micro- 
ecope in a jeweler’s shop is likely to give the public a 
confidence in the competence and the integrity of the 
jeweler. Its possession will have an effect upon the jew- 
eler, too, if he teaches himself to use it properly. As he 
brings it into use to examine his stock and his new pur- 
chases, he will find that he has an increasing confidence 
in his own judgment, and in his appraisal of the merits 
of his stones. 


MICROSCOPE FOR CUSTOMERS 


There is a regrettable tendency on the part of the non- 
scientific public to close one eye whenever it looks into a 
microscope; even a double-barreled obviously two-eyed 
microscope! For the customer’s use a single tube low- 
power microscope would probably serve as well as a 
binocular; but since we urge the jeweler to actually use 
his microscope for the examination of diamonds, it is 


better to get the more expensive binocular anyway. The 
magnifications that he will require are not high. A com. 
bination of upper and lower lenses (oculars and objec. 
tives) that give him an enlargement of about 10x wil] 
obviously be desirable, since that is supposed to be the 
threshold of perfection. For the jeweler’s own use q- 
greater magnification will prove useful, and two more 
sets of oculars and objectives are advisab'e. These could 
be purchased later if desired. 

The writer prefers not to use magnifications that are 
very great in stone examinations, sufficient enlargement 
to fill the field of view is about most useful. This js 
particularly true in the examination of the stones of the 
sapphire-ruby group, when one is trying to see if a stone 
is genuine or synthetic. In the examination of diamonds 
it gives one a better idea of the make of the stone than 
an enlargement that does not give an overall look at the 
stone. In addition one, quite high, magnification, say 
50x, is useful to confirm impressions about suspected 
flaws. The shallow focus of the higher power makes i; 
possible, by raising and lowering the microscope, to be _ 
sure that the suspected flaw really lies within the stone, 
rather than turning out to be a speck of dust on one of 
the surfaces. However, it might be better to reserve for 
a later article a discussion of the actual use of the micro- 
scope in the study of jewelry stones. If you have one, 
do not do what the writer has seen; place it in the win- 
dow to impress your customers but where it obviously 
will not be used. Keep it handy, it can still impress the 
customers, but put it to work for you by actually using it 
on your stones. 

Like all microscopes, binocular microscopes are made 











22 West 48th St. 





SALESMEN WANTED 
CAPABLE OF EARNING $25,000 A YEAR OR MORE! 


W). are planning to expand our sales force beginning January, 
1954, and will have an opening for two top Diamond Ring 


Salesmen. Established accounts will be turned over to the 


right men but salesmen must be experienced and have a fol- 
lowing of their own. If you have traveled an important terri- 
tory and have a successful sales record your application will 


receive our confidential consideration. 


H. HAMBURGER CO. INC. 


DIAMOND CUTTERS & CREATORS of BETTER DIAMOND RINGS 
Tel. PL. 7-8790 








New York 19, N. ¥4 
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Purchased with Pride, Treasured Always 








ENGAGEMENT and WEDDING RINGS 





Jalil Moll me ice) Melmalileh Molle m solids 2010 mathe 
tomers eyes go unerringly to the Courtney rings. 
Their greater beauty and higher intrinsic value 
always invite a closer examination. 
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tailed workmanship. Creative designs that stir the 
Taateletiarehivelar 

Courtney rings are sold when you display 





them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


“OUR FAIR NAME IS YOUR GREAT ASSET” 


JOHN J. COURTNEY & CO. 
a 452 Fifth Avenue, New York 
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and sold in this country chiefly by the two large optical 
concerns, Bausch and Lomb and The American Optical 
Co. (Spencer microscopes). They may be purchased 
directly from the manufacturer or from any of many 
agents throughout the country. No special illumination 
devices are required, though special lights are manufac- 
tured by the makers of the instruments and they will be 
happy to satisfy any need the jeweler may have. The 
writer has found that his 35 mm. slide projector provides 
wonderfully fine side illumination of a stone when it is 
required. He prefers the type of stand that can be tilted 
and which has a stage of plate glass on which the stone 
can be placed. If cost is no object, the slanting oculars 
are preferable to the vertical ones. 


ADDITIONAL PROMOTION AIDS 


Doubtless there are many other diamond promotional 
aids that are available, including booklets from special 
interest groups with unusual cuts, and settings. Here we 
have only attempted to mention material which furthers 
an interest in diamonds in general. If there are other 
items that should have been included because they are 
not fostering one special group of diamonds, but further 
the whole diamond trade, the writer would be glad to see 
them. Perhaps a later list of overlooked items could be 
made up from them. The diamond publications of the 
American Gem Society and special books on diamonds 
have not been included, since they would belong more 
to a diamond bibliography than among the promotional 
aids for the jeweler. 








Can You Top This? 


Duane J. Swenson of Swenson’s Jewelry, Chamber. 
lain, S. D., reports that a diagnosis commonly made 
by the watch owner is that his timepiece is mag. 
netized. If watch trouble develops about the time 
these people are working around electricity or elec. 
trical equipment or even using electrical appliances, 
they immediately guess that the trouble is magnetism, 





This has become an old story to Swenson’s. How- 
ever, the other day a customer came in the store and 
placing his watch before the jeweler, solemnly af- 
firmed that it had been “electrocuted.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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of Service to 
Leading Jewelers 





veclous *...., 


Extensive selections of Rubies, Star 
Rubies, Sapphires, Star Sapphires, 
Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 


| lorport, rr. &+ Cutters Nd of Precious Stones 
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619 FIFTH AVE., Rockefeller Center, New York y, 
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FAMOUS CHIMES: There's an 
account of their origin, verse, 
music, legends. It includes the 
most famous chimes of all — 
Westminster Chimes, the melody 
that is reproduced in every 
Revere Floor, Grandmother, 
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Herschede and Revere Clocks are 
consistently advertised in influen- 
tial, national magazines — House 
Beautiful and House and Garden. 


THE REVERE CLOCK COMPANY, Cincinnati 6, Ohio 
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eeu for. 
this booklet 


It’s the story of the floor clock 
--- that aristocrat of timekeepers. 


You'll find it interesting — this 
short, concise review of the pageant~ 
of timetelling; the evolution of — 
chimes; the history of the moon 
dial; the development of impor- 
tant styles. 


You'll find it worthwhile to have — 

this information as an aid in sell- 
ing, as a help in increasing appre- 

ciation for the most distinctive . 
_ furnishing created for the home— 


the floor clock. a 





THE HERSCHEDE HALL CLOCK COMPANY: 
: CINCINNATI 6, OHIO 

New York Office and Showroom — 
37 West 47th Street 


See ss Soe 





ELECTRIC 


CLREVERE(> 


Send for brochures illustrating the 
Herschede line of 39 designs and 
the Revere list. of 19 models. In the - 
two brochures every type of clock | 
‘is presented—floor, mantel, table, _ 
wail; electric and hand-wound. 
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Opportunities Unlimited 
(From page 84) 


ties of which time is an important element. Combine 
your clocks with displays of other merchandise whenever 
they can be logically included—a small bedroom clock 
with the display of dresserware, a desk clock with desk 
accessories and writing materials, a living room model 
with the four o’clock tea service, a traveling clock with 
luggage and certainly several styles with wedding, Christ- 
mas and other gift displays. 


CHRISTMAS DISPLAY SUGGESTIONS 


Since the Christmas selling season is almost upon us, 
suggestions for Christmas displays of clocks are shown 
in the accompanying sketches. An oversize Christmas 
list suggests various type of clocks as gifts for various 
people—“For Mother, a Fine Floor Clock”—‘“For Dad, 
a Clock Barometer for his den’—‘‘For Aunt Lou, a 
Kitchen Clock with Timer’—‘For Granny, a Radio- 
Clock”—“For Uncle Dan, a Calendar Wall Clock’ —and 
so on, making up your own list to fit your own type of 
clientele. Copy motto at the foot of the Jist reads—“This 
year, there is a clock for everyone on your list!” A 
Santa Claus mask and a gay feather pen holder and ink 
stand are placed at the foot of the copy panel. A panel 
of one of the new “Peg boards” is used against the center 
background, for displaying various models of wall clocks 
and also supporting the copy panel and clusters of 
Christmas tree balls and pine sprays tied with ribbon. 


Other clocks are shown on shelves against the background 
or on small shelf units and on gift wrapped packages on 
the window floor. 

If you haven’t as yet seen any of these new Peg-boards 
display units, you should investigate them. They are 
remarkably versatile and useful equipment consisting of 
hardboard panels with a uniform pattern of perforations 
into which small metal fixtures fit to support shelves fo; 
merchandise or merhcandise itself as well as suitable 
decorative units. A panel such as the one indicated in the 
sketch can be used over and over, fitting it with any 
number of different clips and hooks for hanging both 
merchandise and shelves. Articles can be placed in any 
position on the panel since the perforations cover the 
whole panel and can be moved in the flash of an eye. 
Write to the B. B. Butler Manufacturing Co., Inc., 3150 
Randolph Street, Bellwood, Illinois for complete de. 
scriptive literature and the name of their distributor 
nearest to you. There are other manufacturers of similar 
type boards and fixtures and you may be able to obtain 
them through your regular display supply house, but | 
understand that Butler is the original manufacturer. 
They have a selection of over sixty hanging fixtures to 
use with the panels. 

A second Christmas clock window carries out the theme 
suggested on the copy card—*“ “Twas Christmas night— 
and all through the house—time could be told in every 
room with fine and accurate clocks from Blank’s.” A 
regular child’s doll house can be used as the central unit 
or a simple small “house” can be constructed to hold at 
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least four different styles of clocks. Different patterns each shelf. Tiny Christmas tree balls are hung along 


of wallpaper can be use in each of the four “rooms” to the bottom edge of each shelf. The tree itself can be 
suggest the type of room—living room, bedroom, den covered with fabric or painted and decorated with small 
and kitchen—each with its own style of clock. Wall star or snowflake cut-outs. Note that the design of the 
clocks are displayed on a wallpaper covered panel to the tree permits a staggered arrangement of shelves, keeping 
left and other clocks are shown on elevations and on the the clocks in better relationship to each other than if the 
window floor. Christmas atmosphere is suggested with tree were symmetrical with shelves directly opposite each 
the tiny Santa Claus figure on the snow covered roof top. other. 





A tiny wreath is shown in the window on the side of the 
house and a small green spray hangs on the tiny front 
door. A miniature Christmas tree may stand near the 
door. The window floor can also be covered with arti- Rings for Christmas Shoppers 
fcial snow and snowflake cut-outs decorate the back- catia 

round wall. vl * hay 7 | 

The small sketches suggest some of the means of giving S ate a 
Christmas atmosphere to the clock displays inside the oo x a 
store. For your floor checks—tie them with wide, 
red satin ribbon with a spanking big bow and a 
giant gift tag lettered with suitable gift-selling copy. Red 
cellophane can be used in place of the satin ribbon, but 
may be a little tricky to tie. You can even wrap the 
whole clock in clear cellophane and tie it with cellophane 
or satin ribbon. 

Display some of your small clocks in cases and on 
shelves in transparent cellophane boxes tied with narrow ~~ cm 
ribbon. This puts across the gift idea while still keeping me 
the clock visible. 

A Christmas tree cut from wall board or beaver board 










Rings for Christmas shoppers were smartly displayed in this 


window display of Krasnow's, Providence, R. |. Frosty twigs 
has shelves notched aa nailed to fit under each of the with colored balls helped to create a holiday atmosphere 
angled “branches’’—wide enough to support a clock on in the window. 
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Exquisite Design 


FINE PLATINUM DIAMOND 


JEWELRY 
SOLITAIRES IN ALL SHAPES AND SIZES 





AVAILABLE 
ON 


MEMORANDUM 


SIDNEY B. GURFEIN 


IMPORTER OF DIAMONDS 
oO a a As ee oe 


NEW YORK 20, N.Y. 


| Circle 5-4433 
62 RUE DU PELICAN, ANTWERP, BELGIUM 
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Credit Record System 


(From page 92) 


in these pockets, the bottom typewritten line corresponds 
with the visible margin and can be read at a glance. 

Doering’s puts the charge account cards in alphabetical 
order in successive “Kardex” pockets, and this automati- 
cally produces a list of charge customers. Jack Doering 
gets his information on the status and aging of the ac- 
counts by using “Graph-A-Matic” signals. These are 
colored slides which fit into the visible margins of the 
“Kardex” pockets. By sliding these signals to points 
which correspond with a printed scale on his customer 
cards, Doering indicates the month in which the last 
payment was received on each account. 

These visible signals are adjusted the first of every 
month when statements are made out for Doering’s 
charge account customers. The firm employs a part- 
time bookkeeper to handle all of its accounting work. 
She makes statements on the accounts by setting “Kar- 
dex” trays beside her typewriter and leafing through the 
account pockets to copy information from the customer 
cards. 

When the trays are returned to the cabinet, accounts 
which are less than 60 days old are not marked with 
visible signals. This clear method serves as a guide to 
let store salesmen know that any account bearing a 
colored marker is not in the best of standing. 

The charge account cards contain provisions for en- 
tries covering amounts, dates and sales slip numbers for 
all purchases charged against the account. Payments 


can be entered very simply and deducted from the prin. 
cipal to produce a current balance due any time a cus. 
tomer makes a payment. 

Jack Doering estimates that the equipment needed to 
set up his control system paid for itself in a very short 
time just through collections against delinquent accounts 
which would otherwise have remained dormant. Kasy 
accessibility of charge account cards stimulated store 
personnel to remind customers of past charges that were 
due. 

In collecting on delinquent accounts, Jack Doering uses 
a series of six printed letters, each containing a different 
polite message reminding the customer of his obligation. 
A notation for each letter number and date is entered 
on the customer’s account card. 


SYSTEM REDUCES LOSSES 


Losses due to improper collections were also reduced 
with the new credit record system. When a customer 
wanted to clear up his account, it had become the store’s 
practice under the old time-consuming system to accept 
whatever payment he made and not delay him. The 
record was checked later. If the balance amounted to 
less than a dollar, it proved easier and cheaper to forget 
about this change, than to collect it. The new system 
gave the correct balance in a matter of seconds, prevent- 
ing this loss. 

Collections are also aided in cases where customers 
come in to pay, for example, $10 against their account. 
If a check of the charge account card reveals that just 
$11 or $12 is due, the customer is advised and often 
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... with these heavenly hoops of culiured pearls 


MANUFACTURING 


2 Garden Street 
Newark 5, N. J. Member American Gem Society 







An achievement in earrings— 
the popular hoop shape, 
inspired by gypsy jewelry, now in 


14K gold ‘‘dressed up’ with 


lovely cultured pearls. Your customers will recognize these as earrings of 


distinction with an elegance beyond a gypsy’s wildest dream. 
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clears up the account on the spot, rather than have it 
main open for such a trifling sum. 

With its flexible and accurate control records, always 
kept up to date, Doering’s has found that its charge 
account system has become a valuable operating tool 
rather than an unwelcome burden. 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 








Can You Top This? 


The forces of nature sometimes work against man 
in mysterious and startling ways. Such was the ex- 
perience of jeweler E. J. Leben of Fairfield, Texas. 


One of Mr. Leben’s best customers left her watch 
to be repaired. She was not only a good customer, 
she was also a lady of means who bought fine mer- 
chandise from him. Naturally he was eager that 
nothing would go wrong with the transaction. 


After the watch was returned to her, the lady 
brought the watch in again, saying it didn’t keep 
time. Mr. Leben found the cannon pinion loose, tight- 
ened it and delivered the watch a second time, assur- 
ing his valued customer that it would be all right 
now. After all, something could go wrong twice in a 
row, and the jeweler would not be to blame. 


Back came the watch for the third time! The com- 
plaint was that it simply wasn’t running right. It 
seems that the lady had visited a beauty parlor, re- 
ceived a slight shock, and now the watch was mag- 
netized. 


The lady was greatly discouraged and decided to 
buy a new watch. Mr. Leben sold her one of his best 
watches, guaranteed it to give satisfaction, and 
thought his troubles were over. 





Two days later, to the jeweler’s great surprise, his 
customer returned greatly disgusted. The watch had 
stopped after only two days and she was on the point 
of demanding her money back. With great difficulty, 
Mr. Leben persuaded her to let him examine the 
watch. He discovered a tiny yellow ant caught in the 
fourth wheel pinion, and the strength of the ant was 
balanced against the power of the pinion. The ant 
was too weak to pull himself out, and the watch 
didn’t have enough force to eject him. 


After the jeweler pulled the ant out with his 
tweezers, the watch ran properly, and nothing more 
was needed. Mr. Leben showed the ant to his cus- 
tomer, and now all is serene. How the ant managed 
to get in the new watch case is still a mystery. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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= - THE FOUR 

a4 MUSKETEERS 
OF THE 

WORLD TO COME 


by Icko Wakmann 


Four friends--a Pole, a French- 
man, a Dane, and a citizen from the 
now vanished kingdom of Zurbania--con- 
cluded that if money was useful in 
this world, it would be equally useful 
in the next. So they agreed: should 
any of the group die, each survivor 
would put $100 in the departed one's 
pocket. 

Time passed=--and the Pole died. 

By the open coffin, the Frenchman 
bowed. In the dead man's pocket, he 
placed a $100 bill. The Dane did like- 
wise. An hour later came the Zur- 
banian. Profusely, he wept. Sadly, he 
reflected: if in the next world there 
would be money, there would also be 
banks. Tenderly, he removed the two 
$100 bills. Then, lovingly, wistfully, 
in the dead man's pocket he put--what? 
A $300 check! 

You, Mr. Jeweler, are concerned 
with the affairs of this world. You 
want your investment returned to you 
in cash. And quickly! That is what 
happens when you make Wakmann your 
basic line. In your windows, this 
line beckons irresistibly to passers- 
by. 








The proof is in your Wakmann 
catalog, the "$20,000 Show Case". 
Look! You will see, here, unique dress 
and specialty watches. You will see 
waterproofs, calendars, nurses' and 
Braille models, chronographs and auto- 
matics, that are giving jewelers ex- 
cellent volume. You need this catalog 
now! 

But you need also to know about our 
new 14 kt. gold gentleman's automat- 
ic--17 jewels, Incabloc--retailing 
at $71.50, tax included! You need to 
know about our special chronographs 
for flyers--in steel, and gold, at 
prices exceptionally low. For bulle- 
tins on these newest models, for 
prices and your "$20,000 Show Case," 
write to me personally. You will re- 
ceive a prompt reply--and a brand new 
idea of the profits you can make! 


(Swe TL te 


“The Only Incabloc Watch With The One Year 
Repair Policy” 
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A Christmas Display Window 






















Small Santa Claus figures were scattered throughout this 

window at Tony Porcello, jeweler of Renton, Washington. 

Each figure held a card with lettering of advertising mes- 

sages, such as "Make it a gift of a lifetime from Porcello's." 

White brick framework was used for the central decoration 
in this window. 





























Radio Show Hits the Jackpot 


(From page 98) 


pedia, but they are difficult enough to require, usually, a 
little research. As interest mounts as the prize money 
increases, questions chosen are seldom of a general in- 
formation type. Consequently few are answered on the 
first night they are used, when the jackpot starts at five 
dollars. It increases by that amount each night until the 
question is answered. Narz always gives the source of 
each jackpot answer after it has been given by a con- 
testant so that listeners may see for themselves. 

When Eddie Kessler opened his Lexington jewelry 
store in December, 1951, he was fulfilling an old ambition. 
He had successfully established stores in two other cen- 
tral Kentucky towns, both much smaller than Lexington. 
The first of these was opened in Richmond in 1949, the 
second in the capital, Frankfort, in 1950. Before that, 
however, Kessler had ten years of experience working in 
jewelry stores. From that experience he knew that it was 
easier to succeed in a small town where stock can be 
smaller, and where competition is generally less keen, 
than in a city the size of Lexington in which there are 
many long-established jewelry stores. 

But, always in the back of his mind was a desire to 
own a store in Lexington. After all, Lexington was his 
home town: he left there every morning for Richmond or 
Frankfort, and came back every night, commuting be- 
tween home and business. If he had a store in Lexington, 
| he would, for one thing, not have to make these trips 
| daily. 

As the two stores in the smaller towns prospered, the 
urge to open a third increased. Young men he had trained 
were now capable of managing the Richmond and Frank- 
fort stores. He was free to establish the third, in Lex- 
ington. 

When he opened the store on the busy corner of Main 
and Lime in downtown Lexington just before last Christ- 
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RING GUARDS & RING LOCKS 


Available at Following Wholesalers: 


ALABAMA 
Birmingham 


Blankinship-Porter Co. 
Phoenix ARIZONA 


Langert Bros., Co., Inc. 
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Supreme Watch Material Co. 
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Jewelers Service 
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H. Kliempner Co. 
MICHIGAN 
Detroit 


Acme Jewelers Supply Co. 
M. Beresh 
Harry Nest & Co. 
Quick’s Jewelers Supply 
MINNESOTA 
Duluth 
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Minneapolis 

C. R. Leeds Co. 

MISSOURI 
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Eam’s Jewelry & Supp. Co. 

Gilmore Sales Co. 

Meyer Jewelry Co. 

Carl R. Schaffer & Co. Inc. 

H. C. Walker Jewelers Serv. 
St. Louls 


Abernathy Co. 
Wm. H. Beck Co. 


George S. Blau 

Win. 8S. Creech Co. 

Miller Bros. 

St. Louis Jewelers Supply 

Truesdale & Sons 
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Newark Jewelers Supply Co 
Herman Wapnowitz 
Bronx NEW YORK 


Keystone Jewelry Co. 
Universal Importing Co. 
Buffalo 
Bomi Wholesale Jewelry 
Sol Schwartz 
Flushing 
Sovern Watch Supply Co. 
Jamaica 
Craft Jewelers Supply Co. 
New York City 
Accurate Watch Supply Co. 
M. Becker 
Conover & Quayle 
M. Harris 
Krieger & Dranoff 
M. B. Lesser Inc. 
Lieberman Bros. 
Lomack Sales Co. 
John Poltock & Co. 
. Posner & Son 
B. Resnick Co., Inc. 
Philip Sloves & Sons Inc. 
S. Stanley Solomon 
Tela-Time Watch Supp. 
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Morris Rosenbloom & Co. 
NORTH CAROLINA 
Winston-Salem 
Fitall Watchmakers Supplies 
OHIO 


ron 

Akron Crystal 
Canton 

Harvey Jewelry Co. 
Cincinnati 

The Cas-Ker Co. Ine. 

Gordon B. Miller & Co., Ine. 
Cleveland 

Herman Jewelers Co. 

Merit Co. 
Columbus 

Columbus Jewelers Supplv Co. 

Ohio Optical & Supply Co. 
, — Ine. 

oledo 

Toledo Jewelers Supply Co. Ine. 

OKL 
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Colonial Supply Co. 
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Robert S. Manus & Son 
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American Watch Crystal Ce. 
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Keystone Jewelers Supply Ce. 
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Swiss Watch Supply Co. 

A. Zlotnick & Co. 
Pittsburgh 
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Cel-Max Wholesale Jewelers 

S. Fargotstein & Sons 
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FREE 

catalog and 
special premium 
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JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36, N.Y. 


128 














mas, Eddie Kessler felt that he was realizing one of hic 
great ambitions, but he recognized that the competition 
he would have to face in the new store would be much 
heavier than anything he had had to contend with in the 
smaller towns. Therefore, he had to make his new store 
in some way unique, memorable, so that it would be 
identifiably different from Lexington’s other jewelry 
stores. What did he have to offer the public that was 
unusual? He began analyzing his other stores imper. 
sonally. Why had they succeeded? Wasn’t it because 
he had met the friendliness of small town people with 
his own friendliness? Couldn’t a store in a city as large 
as Lexington exhibit that same friendly spirit that is go 
characteristic of small towns? 


STORE OPENING ANNOUNCEMENT 


In his announcement of the opening of the new store in 
the Sunday Herald-Leader Kessler advertised, “We have 
nothing to give away except down-to-earth dollar-for. 
dollar values, featuring nationally advertised watches, 
diamonds, costume jewelry, silverware and fountain pens, 
We specialize in watch and jewelry repairs, with service 
to your satisfaction guaranteed.” A feature of the open. 
ing was a drawing for a five hundred dollar diamond 
ring from a list of names registered by visitors to the 
store on opening day. 

The selection of the Jackpot quiz was not haphazard, 
A giveaway program attracts listener attention as no 
other type program is likely to. Moverover, though 
Kessler wanted more Lexington business, he also wished 
to attract patronage from the towns around. The supper 
time period when everyone is at home and more or less 
relaxed seemed the right spot for attention getting. 
“Jackpot” was designed to attract friends to the sponsor, 
so it is without those features which frequently mar a 
telephone quiz program; no one is ever called who has 
not indicated a desire to be by sending in a card iden- 
tifying the store’s spot-announced weekly special. To 
make the call worthwhile even to a contestant who cannot 
answer ihe easy preliminary question, everyone who 
answers a “Jackpot” call is given something. At first it 
was a two dollar gift certificate; later Kessler felt that 
he could not actually judge the value of the program 
through the gift certificate, so he changed this award to 
a 20 per cent reduction on anything except Fair Deal 
items in the store. 


SPIRIT OF FRIENDLINESS 


Because Jim Narz, with his friendly interested manner, 
personifies Kessler’s own spirit of friendliness, “Jackpot” 
has been the store’s voice in a sense no spot announce- 
ments or newspaper advertising could be. As each night 
one long distance call is made to a resident of some small 
nearby town, as well as two or three to city people, the 
show has brought Kessler’s to the attention of the entire 
central Kentucky area. 

Kessler has received letters of thanks not only from 
prize winners but also from listeners who enjoy the quiz 
show as entertainment. It has also served to acquaint 
listeners with the Richmond and Frankfort stores and 
brought new trade there as well as to the Lexington store, 
for which it was primarily designed. 
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Traffic Building Idea 


(From page 90) 


Miller's behind the greeting cards was devoted to the 
display and sale of sterling and plated hollowware. Dur- 
ing the third year, the hollowware department was moved 
to another part of the store, and giftwares were displayed 
behind the greeting card section. 

A sales and traffic increase in the giftwares depart- 
ment was felt immediately. After a full year of opera- 
tion, giftwares, in the new location behind greeting cards, 
led Square Deal Miller’s in volume increases. 


FROM GREETING CARDS TO JEWELRY 


Miller finds that customers who come into the store 
looking for greeting cards are bound to be in a browsing 
and shopping frame of mind. Often, the idea of pur- 
chasing a greeting card, which is the first idea the cus- 
tomer has in mind, leads to another idea—that it might 
be well to look around for a small gift to mark the occa- 
sion for which the greeting card is being purchased. 

On the basis of this experience, Square Deal Miller’s 
has made it as comfortable as possible for customers to 
shop in its greeting card section, encouraging them to 
stay as long as they have time, rather than trying to rush 
them out because they aren’t making larger and more 
profitable purchases. 

Whenever the seasonal layout of the store permits, a 
table and upholstered chairs are placed at the end of the 
greeting card display racks for customers to use while 





signing and addressing the cards. Pen and ink are also 
provided for the customer’s use. Other equipment in the 
greeting card section includes a mail box and a stamp 
machine. 

The greeting card section has shown a steady increase 
in volume since it was put in. During its third year, it 
moved three times as many cards as it did during its first 
year. 

Miller says he got the idea for a greeting card section 
while listening to his radio. After hearing a national net- 
work sponsored by Hallmark Cards, he decided to look 
into the possibility of putting a display of these cards in 
his store. Within a few weeks, he had ordered $7009 
worth of cards. He has never been sorry for this decision. 





Promoting Watch Repair Business 


“Has Your Watch Let You Down?” That was the theme 
of a newspaper ad used by Marcus Jewelers, Altoona, Pa., 
to promote watch repair business. 

Artwork in the ad depicted a young lady apparently 
late for a date, looking at her watch in a very disap- 
pointed manner. The copy read, “You never realize how 
much you depend on your watch until it stops. Should 
that happen to you, bring it to us for prompt repair. We 
know watches inside and out—experience gained from 
many years of handling the world’s most accurate 
watches. 

“Trust our expert watchmakers to have yours back in 
a short time—on time—at a moderate cost.” 
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Suggested Gifts for Christmas 
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Adequate Inventory Control 


(From page 96) 


the inventory system. Though maintaining stock balance 
in each department is highly desirable, the Talcotts be- 
lieve that it is insufficient control. The jeweler may, for 
example, order a supply of men’s watches in September 
for the purpose of maintaining that phase of his business 
for the next twelve months. The watches come in, and 
the best selling items among them soon disappear from 
stock. If there is no inventory control to indicate the 
trend of the best-sellers clearly and automatically, they 
are not replaced efficiently. Though the jeweler may be 
left with a numerically adequate stock of watches, they 
do not sell nearly as rapidly as would the more popular 
watches which have been allowed to run out of stock. 

This condition is corrected by the unit control method 
of the perpetual inventory which Talcott Brothers de- 
veloped for its store. The system gives the number of 
each item on hand at any time and the record of its sales 
as well. Cards are kept up to date by entering each sale 
from the current or preceding day’s sales slips. Each 
item has its departmental code letter and number. If re- 
ordering is necessary, the inventory clerk makes up the 
order, subject to approval by the store owners. 


"RATE OF SALE' DATA 


A very interesting phase of this inventory control sys- 
tem is the establishment of a definite “rate of sale,’ 
wherever possible. This can be determined only with 
the faster selling items of sustained demand. When it 1s 
properly established, Richard Talcott says such a rate 
will work out with surprising consistency, which simpli- 
fies reordering and enables the store to project its in- 
ventory control into the future with a high degree of 
accuracy. 

Control of this sort not only enables Talcott’s to main- 
tain stocks that have great sales appeal, but also elimi 
nates slow moving items on which loss must be taken. 
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In addition, by reordering frequently during the year 

‘nstead of sending in a few large orders intended to last Selling Slants 

the store throughout the year, the owners are not sud- 

denly confronted with several large bills for merchandise. A bmi e with so customers wi 
hases are spread out over the entire year sometimes use airmail to announce an tm- 

oe . — portant selling event or special showing to its 


giving them a nagpner uate <6 ten. best long-range customers. The sight of an 
air-mail envelope lends a note of urgency, 
CARDS FOR STERLING FLATWARE and flattering importance, to the message. 


Special inventory cards are used with sterling flatware. 
Here, Talcott’s has found it desirable to maintain its 
records over a six-year period, and inventory cards for 
that purpose are used accordingly. A separate card is 
made for each item in the flatware pattern. The number 
of pieces sold each month is noted on the card so that 
over a year’s time an average rate of sale can be de- 
termined. Since the store carries some 50 patterns in 
sterling flatware, with a cost of $250 to $300 to stock the 
average pattern adequately, it is absolutely essential that 
stocks be held down to the minimum that is necessary to 
maintain adequate variety and reserves. Without Tal- 
cott’s perpetual inventory control, it would be easy for 
the firm to invest several thousand dollars more than it 
does and still be unable to maintain its present useful 





variety. : 
However, beware the secretaries of your 
big-business-executive ty pe customers—they’ll 


RCE OF CONTINUING SALES . 
— shuck the sales message out of its colorful 


With emphasis on adaptability to the changes in sales airmail envelope before the customer ever 
appeal of merchandise, Talcott Brothers has turned the sees it. You can counter this by placing air- 
troublesome necessity of inventory control into a strong mail stickers on the enclosed letter itself. 








source of continuing sales and profits. 
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From Pool to Jewels 
(From page 100) 


heaviest two weeks of the holiday rush, thus getting the 
new venture off on the right foot. 

Once this initial spurt was over, the partners had to 
settle down and plan their year-round merchandising 
program. Mr. Tracy, an experienced watchmaker and 
jeweler, is the active head of the business, devoting all 
his time to its management. Most of Dr. McGaughey’s 
time is still devoted to his medical practice. However, he 
has taken an active interest in the store’s merchandising 
program and has accompanied his partner on shopping 
trips wherever possible. 

For maximum customer appeal, the widest possible 
variety of merchandise was stocked. The range ran 
from inexpensive costume jewelry to high priced 
diamonds. It included simulated and cultured pearls. 
A full showcase was devoted to men’s jewelry, another 
to fountain pens. There was a sizeable display of elec- 
tric clocks and several wall cases were devoted to silver 
hollowware. Another section featured sterling and silver 
plate. 

One of the most successful promotions undertaken by 
the store was the giving away of a sterling silver teaspoon 
to every woman graduate of nearby Beloit College. Every 
senior girl is informed of Tracy and Hauser’s gift offer 
and invited to come into the store to select the pattern 
she prefers. 

This begins a process of browsing which rarely stops 
in the sterling flatware section, Tracy reports. Very often, 





he has found, a girl returns a second time with her parents 
or boy friend to ask them to help in the selection. 

When the girl finally selects her pattern, still another 
trip to the store is necessary to pick up the spoon after 
it has been ordered from the manufacturer. 

Results of this promotion were immediate and good, 
Tracy reports that several of the girls (there were more 
than 100) made purchases of other jewelry and silver 
items during their first visit to the store. To tabulate the 
results of this promotion, he kept records for every girl 
who received a silver spoon. Fifty per cent of each sale 
was credited against the cost of the spoons, with the 
object of finding out how soon the promotion hit g 
“break even” point where the sales volume covered the 
cost of the merchandise plus the cost of the spoons. The 
promotion “broke even” at the end of two months, Tracy 
reports. 


SCHOOL GIRLS RETURN TO STORE 


He went on to say that several of the girls who first 
came to know of his store through the giveaway have 
returned time and again, becoming regular customers, 
Several sales of watches and diamond rings were sold 
to this group of customers during the ensuing years, 
After thinking it over carefully, some of the girls added 
to their original teaspoons with several place settings. 

As the following graduation season approached, Tracy 
was planning to expand this method of promotion by 
giving teaspoons to graduates of some high schools in 
nearby communities served by the Beloit shopping center, 

The Beloit jewelers found it easier than ever to make 
appropriate tie-in sales with the teaspoon giveaway dur. 
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ing the following winter when they opened their gift- 
wares, china and glass section. 

With the addition of this new department, the jewelers 
will expand their program to include a gift registry plan. 
When the girl selects the sterling pattern she prefers, this 
will be entered on a card to be kept on file in the store. 
At the same time, she will be asked to state her preferences 
on dinnerware and glassware patterns and table acces- 
sories. This information will also be entered on the card 
and kept available for friends and relatives shopping for 
gifts for the young ladies. Each gift will be recorded on 
the card to avoid duplication of purchases by the donors. 


The Tracy and Hauser gift department, incidentally, 
follows the same merchandising practices as the rest of 
the store. The widest possible variety of china and glass 
items is stocked so as to give this section maximum 
appeal. It is located at the rear of the store, attractively 
framed by an archway which separates it from the main 
showroom. 


DIAMOND ROOM ADDED 


With the opening up of space in the rear of the store 
to accommodate the gift department, Tracy also added a 
diamond room. This is a small room, furnished with a 
dignity which accents the importance of diamond pur- 
chases for the average customer. Tracy’s idea in setting 
it up was based on his observations that a customer does 
not like to be rushed or interrupted when considering 
diamond purchases. Most of the diamonds are displayed 
in the front of the store and are brought back for closer 
examination after the customer has stated his general 
preference of price, quality and style. 


As the store’s volume has grown, Tracy has increased 
his advertising budget to keep pace with the stepped up 
merchandising policies. The store carries a_ regular 
schedule in Beloit’s daily newspaper. This includes a 
regular daily ad of two to three inches which plays up 
the watch repair department. Two larger-sized ads are 





Diamonds for Christmas 





This simple but attractive window display was designed last 
Christmas "For the Happiest Occasion—Diamonds" by Henry 
Birks, Toronto, Canada. It was keyed to attract the atten- 
tion of people who become engaged during the Christmas 
season. The stag figures were used to attract attention. 
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(~~ sy THE BEST GIFT 
ogg \ ta always 
? Vig PERSONALIZED 


._.. For gift giving at any season 
nothing is more appreciated than a 
personalized present. For example, 
Marvel’s emblematic expansion 
watch bands, complete with 
initials or emblems. Beautifully 
styled, perfectly made and na- 
tionally advertised. Attrac- 
tively boxed, they are sure 
sellers. Marvel means qual- 

ity — order from your 
wholesaler today. 
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It’s about time 
you became 


clock-watchers! 





Planet... 8-day gold and silver-plated combina- 
tion clock, with separate dials for barometer, ther- 
mometer, hygrometer. Retail price $205.00 (Federal 
tax included). Other models available to retail from 
$37.50. 





Watch your gift business begin to tick when 
you stock Angelus clocks! All are precision- 
made in Switzerland — the highest-quality 
15-jewel, 8-day, lever-movement clocks on 
the market. And they are unsurpassed for 
important, luxurious gift-giving. 


Angelus also offers you a new, unique plan 
to develop a bigger share of the desirable 
“presentation” business from corporations in 
your area. Write to us today for full 
information... 


ANGELUS 


ANGELUS CLOCK CORP., 610 FIFTH AVENUE, N.Y. 20, N.Y. 
TELEPHONE: COlumbus 5-2571 
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run every week. These feature promotional items and 
seasonal specials. 

The store also uses 15 spot announcements a day on 
station WGEG, the Mutual Broadcasting System’s station 
in Beloit. Another part of the Tracy and Hauser adver. 
tising program is the use of movie trailers projected on 
the screens of the local theaters. These movies are pre. 
pared by a commercial service specializing in this type of 
work. The shorts are used on a rotating basis, appearing 
for one-week periods in each of the three local movies, 

As a guide for future orders and an inventory control, 
Tracy has found it profitable to save all of the sales slips 
written in the store. These are separated according to 
lines and merchandise classifications and checked at the 
end of each month. By deducting the number of items 
sold from those in stock at the beginning of the month, 
he has an accurate inventory check. He also has a first 
rate idea of which items in the store are selling best and 
which need a little extra push to become really profitable. 

This inventory check system was a natural outgrowth 
of one of the key policies responsible for his success: 

“Keep an open mind in selecting merchandise and try 
anything which sounds reasonable.” 





A Second Anniversary Promotion 


To publicize its second anniversary, the Oneida Jewelry 
Store, Malad City, Idaho, staged an unusual promotional 
stunt. It was so unusual and effective that Herman 
Miller, Jr., store manager, had residents of this city look- 
ing in their pockets for 1951 pennies. 

In celebrating its second anniversary, the store in- 
vited every person who could produce a 1951 penny to 
come into the store and receive a ten per cent mark-off on 
any item in the store not Fair Trade priced. Miller said 
that the promotion was unique and resulted in “quite a 
bit of extra business.” 





A Clock for Every Room 


(From page 87) 


CIRCULAR-KEYSTONE presents an exposition of the variety 
of clock styles available to retailers. Check these pages 
carefully and ask yourself if you are carrying an assort- 
ment of clocks sufficiently varied in style and price to 
earn the local recognition of “clock headquarters.” 

Now, in last month’s issue of JC-K (page 100) the 
revelations of a nationwide clock survey were published. 
It showed that approximately 96 per cent of the jewelers 
in the country carry clocks. Obviously, this high per- 
centage indicates that the majority of jewelers feel that 
clocks are appropriate jewelry store merchandise. And 
this is as it should be because clocks are part of the 
jeweler’s heritage. 

But, the survey also showed that while jewelers were 
in complete agreement as to where clocks should be 
sold, many gave too little consideration to how clocks 
should be sold. A case in point: only one out of every 
three jewelers maintains a separate clock department. 

With irregular outlets threatening to usurp the jeweler's 
grip on the clock market, every retail jeweler should be 
actively capitalizing on his position as a technician as 
well as a reliable citizen to increase his clock sales. The 
jeweler is the fair-haired son of time. But time is fickle! 
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An Interior Bedecked for Christmas 
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The Christmas holiday spirit was very much in evidence last 

year in the store interior of Blessing's Jewelry, Kent, Wash- 

ington. Fir boughs in quantity were used for this large spray 

over the silver department, with an assortment of cones 
hung in the spray. 





Fashion ‘Know How’ 
(From page 103) 


because George’s finery outdid her own. At the risk of 
starting some contemporary weeping and wailing, we ask 
you to notice the startling similarity between men’s and 
women’s fashions today! These points of similarity will 
make the whole fashion story more easy to remember, 
and so we'll take a chance with the tears. 


DRESSIER FASHIONS FOR WOMEN! 


Elegance is the keynote of women’s fashions. 

The silhouette is slim. 

Fabrics are rich. 

Black is a favorite color, especially when accented with 
jewel tones. 

Interest in the upper part of the figure is the most impor- 
tant trend—a wide upper look. 

Skirts are growing shorter. 

Princess lines gain in importance. 

Summation: The whole trend of women’s fashions makes 
jewelry the most important accessory. Jewelry is 
needed to match elegant fabrics, to highlight dark 
colors, give interest to slimly simple silhouettes, and 
above and beyond all—to create a variety of fashion 
interest in the upper part of the figure! For detailed 
information please see fashion articles in the August 
and September issues of JC-K. 


DRESSIER FASHIONS FOR MEN! 


Men’s clothes take on new air of formality—and elegance. 

The silhouette is narrower, more tapered, slim. 

Fabrics are rich toned and conservative in weave. 
(Smoothies. ) 

Dark colors often deepened into black are favored for 
suits. 

Shoulders are only slightly padded; lapels are slim. 

Trousers are slightly tapered at knees and cuffs. Trousers 
are a trifle shorter, just enough to show socks. (Shades 
of Paris! Dior’s influence? ) 

Shirts have smaller collars. French cuffs are popular. 
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New Pocket ’n Purse Novelties 


by BOB HENFIELD 


MINIATURE 
INDEX 


Magic for fast, ‘‘over- 
the-counter”’ sales ! 
Perfect purse size... 
only 13%," x 2%”. 
Works just like its 
“big brother’’. 

So practical, and 
attractive ! In 
guaranteed-finish 
golden metal. 


Only *6.75 doz. 


MINIATURE 
SNAP-PURSE 
MANICURE SET 


Imported, and 
beautifully fashioned 
to capture feminine 
fancy. Complete 
manicure set in gay, 
colored-leather case. 
Only 3” long. 
Includes finest 
German steel cuticle 
scissors, tweezers, file, 
cuticle pusher, 
finger-nail groom. 


Only $7.20 doz. 


$81.00 gross 





NEVER BEFORE AT THESE PRICES! ORDER 
NOW TO BE SURE OF DESIRED QUANTITY! 


Ronee 


bob henfield, inc. 


promotion jewelers 





2nd Floor * Hippodrome Building 
Cleveland 15, Ohio * Phone: MAin 1-255] 
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DISPLAY 


NEW CHARM 


Dy 
Dishenr 


Ask your wholesaler for charms mounted on the new Fisher 


's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 





A Complete Stock of 


Cultured Pearls 
___AT NEW, LOW PRICES— 
Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 








Orders accepted 
from wholesalers, 
jobbers, 
manufacturers 
and Importers. 


Loose Pearls 
From 3 to 10 MM., All Qualities 


of the largest 
and most 
complete stocks 


In the country. Memorandum selections sent on 


request 


B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Culfured Pearls 


550 Fifth Ave., New York 36, N. Y. 


Phone Plaza 7-0768 





f 
§ 

immediate 
delivery from one 4 
‘ 
? 
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Ties are on the narrow side with neat controlled patterns 

Strong revival of odd waistcoats—reviving interest in aj 
types of watch chains and jewelry that can be draped 
across vests. 

Summation: Jewelry, jewelry, jewelry is needed to liven 
these conservative, formal clothes! Tie-bars give jn. 
portant accent to smaller shirt collars and narrow ties, 
Cuff links give a gleam of interest at cuffs. Bright 
colored stone jewelry sparks the dark colored suits 





Store Reopening Publicized in Ad 


Morris Jewelers marked formal reopening of its ney 
store with an impressive newspaper ad that focused at. 
tention on the location with a sketch of a street sign 
designating the corner of Third and Market, Harrisburg, 
Pa. 

The ad also featured an artist’s view of the exterior of 
the remodeled store, emphasizing its streamlined ap. 
pearance, spacious entrances and easy-to-look-into dis. 
play windows. 

The ad was captioned: “Here’s The Glad News—To. 
morrow At Noon We Reopen At Our Old Location.” 

The copy read: “We're just as thrilled as we can 
possibly be to reopen our doors at Third and Market 
streets because we know that thousands of people in 
Harrisburg have been waiting for us and counting on 
us. To these people, we say thank you for waiting. We 
know we've inconvenienced you but we'll make it all up 
to you by giving you values and service such as you've 
never experienced before. 

“For the carpenters, the electricians, the plasterers, the 
glaziers and all the other people who worked so hard 
we have a very special word. They have been working 
at top speed to make this reopening possible. 

“So, tomorrow, it’s home sweet home, for us. Not 
a single piece of merchandise has been retained. Every- 
thing is brand new. Everything in our store is the newest 
and the smartest that the jewelry industry of America 
can offer. On this and the next three pages we proudly 
present the Morris Jewelry Store as you know it. To- 
morrow, at our reopening, you'll see all the familiar 
faces you’ve come to know so well. Tomorrow, we're 
hosts to Harrisburg and we hope we'll see you in the 
crowd.” 





In the Spirit of Christmas 
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Wostatirones. 


Featured in this Christmas window at Friedlander & Sons, 
Seattle, Wash., was a varied selection of watches, rings, 
brooches, etc. 
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A Modernistic Window Display 





This modernistic window display of a New York store was 

devoted entirely to the display of Dirilyte flatware and 

hollowware. Suspended from the ceiling were extra serving 
pieces matching the flatware pattern. 





Experimental Costume Jewelry Section 
Becomes Permanent Feature 


A huge display of costume jewelry, all retailing for 
$1.00, has grown from an experiment to a permanent 
source of extra store traffic and profits at Rhodes Jewelers, 
Corsicana, Texas. 

Donald T. Venning, manager, reports that he is 
amazed at the growth of this department. “We set it up 
at Christmas time three years ago, primarily as a source 
of inexpensive gifts for youngsters, acquaintances, etc.,” 
Venning said. “At the same time, we installed a special 
counter for this merchandise. We displayed here rings, 
brooches, pendants, necklaces, bracelets, earrings—all 
selling at the $1 price. To our surprise, the merchandise 
was practically sold out in a short time. Following 
Christmas we eliminated this inexpensive jewelry section.” 

But immediately after Christmas many customers came 
in the store and asked to see “the $1 jewelry” and 
appeared quite disappointed when told that it was no 
longer available. After there were several dozen such 
requests in the space of two weeks, Venning determined 
to reinstate the department—and on a larger scale. 

Since the experiment in “$1 merchandising” began, 
the department has shown a steady and uninterrupted 
growth, the Texas jeweler indicated.’ Where the initial 
orders were for only around $300 at a time, all orders 
now are estimated at the $3,000 mark. 

“We reorder on the average of once every two months,” 
Venning stated. “New orders are necessary to keep the 
inventory fresh and attractive. A lot of $1 costume 
jewelry is sold to the same customers, who make it a 
habit to drop in whenever they are on shopping trips. 
This, naturally, helps stimulate sales in every department 
in the store.” 

Venning feels that the prestige of Rhodes Jewelry Store 
has not in any way diminished. “Traffic is becoming 
an increasingly important objective in jewelry merchan- 
dising,” he said, “and our $1 jewelry department accom- 


plishes that.” 
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Quality 


Piwnond 


CONSIGNMENTS TO 
RATED JEWELERS 


rings set with quality diamonds. 


Total weight 
's carat — 49.75 '2 carat — 
'3 carat — 59.50 


SATISFYING CUSTOMERS FOR 
OF A CENTURY 


BEN GOLDBERG & CO. DIAMOND IMPORTERS 


BEN GOLDBERG & CO. a 
29 East Madison St., Chicago 2, IIilinois 


[] Please Send Diamond Price List 


85.00 
1 carat — 155.00 
OVER A QUARTER 





Name —— 


————————————, 





Address —— 
City _— 





—— 





Please send the following rings: 
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FRATERNAL 
JEWELRY 
PROFITS 











Warn you have a customer for a Masonic, East- 
ern Star emblem—ring—tie slide—lapel button or 
jewel, for instance, wouldn't you like to be able to 
show an assortment of 275 items, illustrated full 
size, with prompt delivery from Harvey & Otis 
through your wholesaler, assured? You can, if 
you use the new Harvey & Otis catalog. Having it 
and using it can be the source of new profits for 
you, as it is for many alert retail jewelers. 


Harvey © Otis 


PROVIDENCE ©) RHODE ISLAND 


Oo 












For prompt attention, please address all inquiries Dept. K-11 
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Solving Parking Problems 


The consumers’ use of automobiles and finding space 
to park them while shopping bears a close relation to 
successful merchandising today. A city that recognized 
its parking problem and did something about it on 4 
community-wide basis, is Saginaw, Michigan. 

Saginaw, a city of 97,276 population, has terrific park. 
ing problems, just as other communities do, but the city 
fathers did more than establish parking space. Afte; 
providing all the parking facilities they could at one 
time, they systematically began to inform the public 
where the parking facilities are located—privately a; 
well as municipally operated. 


Many Saginaw motorists once complained that there 
were not enough parking places in the city. Parking lot 
operators claimed after a survey that there were enough 
parking places without a great expansion of facilities, 
The city made its own survey, sided with the operators, 
and then issued a booklet to the motoring public, pictur. 
ing the parking locations and giving parking hints to 
shoppers. 


MERCHANTS DISTRIBUTE BOOKLET 
The booklet, entitled “An Aid to Easier Parking and 


Driving in Saginaw,” is distributed by merchants, manv- 
facturers and professional people. It can easily he 
carried in a driver’s pocket or purse and used for easy 
reference. It suggests a parking idea which can be used 
in many towns and cities throughout the nation. 

The booklet, with parking maps, begins with an invi- 
tation, “You will be glad to learn... 

“Saginaw visitors and shoppers have 3,100 parking 
spaces available for their use, of which more than 2,000 
are in off-street facilities. 


“All places of business in the major shopping dis- 
tricts are two blocks or less from a parking lot. 

“Saginaw business districts have 23 off-street parking 
areas as follows: East side, 17 lots and 2 garages; West 
side, 3 lots; South side, 1 lot. 


“Rates for all-day parking range from 20 to 50 cents, 





Sterling Ideas for Gift Shoppers 
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Linz Jewelers, Dallas, Texas, created this attractive Christmas 
window display last year. At the base of the window were 
shown numerous sterling flatware patterns. In the center 
of the display several exquisite hollowware pieces were 
featured. 
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with corresponding charges for shorter parking periods. | 


“There are 1,052 metered curb spaces in the East and 
West side districts, according to the following colors: 
Orange heads, 12 minutes, 1 cent; green heads, 1 hour, 
5 cents; aluminum heads, 2 hours, 5 cents. | 

“Many East side district blocks have 12-minute meters 
(orange heads) located at each end of the block for your 
convenience on short pickup stops. 

“You may also use many of the loading zones for 

arking during the times posted in each zone. 

“Additional parking facilities include more than 27 
maintained by individual businesses 


99 


customer lots 
throughout the city, and 10 monthly lots. 

The booklet also contains excellent “Hints for More 
Pleasant Driving,” some of which are: 

“Don’t double park. City officials object to the tune 
of $2.00 for such violations. 

“Don’t ‘circle’ (driving around the block several 
times). Find one of our lots and park. 

“When possible schedule your shopping or business 
trips for the off hours—9.30 a.m. to 3 p.m.—and for the 
off days—Tuesday, Wednesday and Thursday. 

“Most streets have a 25-mile per hour speed limit. 

“Study the enclosed map carefully for one way streets 
and act accordingly.” 

This educational campaign, say Saginaw merchants, is 
meeting with fine public reception for the most part. 
Many motorists now are able to find parking spaces by 
studying the maps, thus eliminating much confusion in 
the movement of vehicles in the busy shopping sections. 





Beautiful Diamonds and Fine China 
Go Well Together 


Beautiful diamond engagement rings and fine china 
for the bride-to-be go well together. Stout’s Jewelers 
in Springfield, Illinois, recently capitalized upon this as- 
sociation of beautiful things by running newspaper ad- 
vertisements on engagement rings and fine china side by 
side. 

Ad copy on the engagement rings based its appeal on 
the ring as “Hers for a lifetime of happiness.” The 
merchandise was then described in terms of its quality 
and its brilliance. 

Beside this diamond ad the store placed another adver- 
tisement on fine china, which led off with the “sparkle of 
platinum . . . the muted brilliance of pearl-gray . . . love- 
liness is enhanced by luminous translucence.” 

Both advertisements were characterized by their digni- 
fied appeals to the traditional loveliness of brides and 
that only the very best in diamond engagement rings 
and china will do for the greatest event in a woman’s 


life. 





Christmas Cards for Customers 


During last year’s Christmas season, Charles E. Richter, 
Richter Jewelry Co. of Cincinnati, mailed out 10,000 un- 
usual three-dimensional Christmas cards to customers 
and friends. According to Richter, the cards created 
much favorable comment among his customers. The 
3-D card showed a sketch of the store and carried the 
following message, “Everyone at Richter’s wishes you 
and yours a very Merry Christmas.” 
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Oniginalety of Design 


BAGUETTE SETS 
ILLUSION SETS 
SPECIALTY RINGS 
PRINCESS RINGS 


Cluster Rings 
Fishtail Sets 


Peg Sets 





Wh or 


Modern facilities for the 


Exclusive Development of 


Ideas and Designs for Pro- 





motional Purposes . . . 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 














Are you ready 
for Christmas Sale? 


ao a 
" Pd 


Attractive 
Price! 


igver 
From 

Our 
Cultivating 
Farms 


Cultivating Farms: 
Fuseda-Mura, 
Shima-Gun, 

Mie-Pref, 


Cultivators & Exporters 


& 


ASAHLPEARINCO SLTD. 


Izumo Bidgg’ Md, “Lokyo, Japan. 
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the Niash “CUFFMASTER, ” 


TRADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 





The “CUFFMASTER” can be had with any attachments below. 





TYPES TYPE SA 


TYPE H TYPE HA 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLDER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 
|. Beautifully polished rounded top. 
2. Longer stem for easier soldering. 
3. Better spring action. 
4. No lapping or additional finishing work. 
5. Variety of attachments for soft or hard soldering. 
6. Available in gold, silver, gold filled, brass and 
other metals. 


MIASH REFINING CO, ""°**SSAU%, new vor a 


pete 
































MAIL ORDER 
Yl se 
( Fine Special Cader Sewice ) 
ee a a Se 
creating...repairing...designing 


JEWELRY OF ALL DESCRIPTIONS 


Y 


Master jewelers for three generations 
Serving retail jewelers throughout the nation 


ELIAS L. PRESS 


68 NASSAU ST. NEW YORK 38, N. Y. 
Tel—Digby 4-6852-3-4 


Our safe and premises are guarded by Holmes Electric Protection— 
also—insured with The Jewelers Block Policy. 





SALESMEN WANTED—We have a Service that you can sell. /¢ will not interfere 
with your lines—If interested, write for details. 
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NOW! You Can Sell 
College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s **What will I 
buy ?” gift problem. Sell 
to alumni or _ under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 


information, counter display card, 








COLLEGE SEAL & CREST COMPANY 
Dept. J-11 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 














Everybody Wants A E 
TREASURE DOME 


Makes old watches 
. glorifies 


Sensational demand. 
modern, useful timepieces .. 
medals. Nationally advertised. Market test- 
ed, sales proven, presold. 80% of customers 
Gain goodwill, 
Proud 
possession, perfect gift. DuPont Lucite 
Dome. Ebony, mahogany, blonde wood 
bases. Impulse item. Display with watch; 


have heirloom watches. 
repair jobs with Treasure Domes. 







RETAILS FOR $3.95 
% doz. $14.22; 1 doz. up $24.00 per 
doz. Shipped prepaid if check with 
order. No C. 0. D. (6 doz. shipped 
open account to D&B rated stores.) 


see them sell. 


CAROL BEATTY CO. pept. J3-N 
7410 Santa Monica Bivd. 
Los Angeles 46, Calif. 








—_ 


FREE Gavel Display Case! 


3 Gavels in assorted Men's and 
Ladies’ sizes in Rosewood, Cocobolo, 
Ivory Plastic; with mounted Sterling 
Silver Bands and 2 assorted Sound 
Blocks . . . gives you complete sell- 
ing assortment. Beautiful Walnut 
Case is free! This Sales- Making 
**Space Saver'’ measures only §2"' 
x 16", Has dust proof hinged glass 7 
top. Contents only $25.62 net. Be- {. 
come ‘Gavel Headquarters’’. Send 24 
for Free Display Case Deal today on 
trial basis. Return collect if not 
completely satisfied. 





BECOME ‘'GAVEL 
HEADQUARTERS!” 








Send for Illustrated Price List 
of Complete line 


LIGNUM VITAE PRODUCTS CORP. 
99D Boyd Avenue . Jersey City 4, N. J. 
World's Largest Gavel Manufacturer since 1890 
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Designed for Christmas time to get the attention of teen-agers as they trooped 
| back to school this Fall. 


Alpert’s announced its sponsorship of a “Teen-Age 
Watch Club.” The ad copy clearly explained the club. 
“Friendly Alpert’s parent-approved teen-age watch club. 
A plan designed to enable teen-agers to buy the watch 
they need out of their allowances or earnings.” 

In order to demonstrate that the club is not just a 
gimmick, Alpert’s pointed out the sincerity and prac- 
ticality of its plan: “Alpert’s have faith! Alpert’s know 
... that today’s youth is tomorrow’s citizen and leader. 
Alpert’s were first to offer quality jewelry on convenient 
credit terms. Today, Alpert’s are proud to show their 
faith in today’s teen-agers. We're mighty, mighty proud 
of them. . . . Here at friendly Alpert’s we feel today’s 
teen-agers can be better citizens tomorrow, if they learn 

a tae site pos on ond » a Oe Citi to discharge their obligations honorably today. That's 

windows at Busche & Sons, Abilene, Texas, last year. This why Alpert’s are happy to extend to teen-agers the privi- 

particular window was devoted to the display of watches lege of charging their favorite watch.” 

and men's rings. The operation of the plan was outlined in four steps, 

the last of which is an honor pledge, which both the 

teen-ager and his parent sign. Opposite this outline the 

ad featured a selection of watches for young men and 

Jeweler Promotes Teen-Age Watch Club ladies. — 

Knowing full well that the teen-agers who patronize 

In Newspaper Ad the club will need parental approval a prominent part of 

the ad copy was slanted to fathers and mothers. The 

copy read: “Alpert’s sincerely believes that this plan will 

help to teach your teen-ager . . . self reliance and re- 
sponsibility.” 











An attention-compelling newspaper ad directed to the 
teen-age market was recently run by Alpert’s, Elmira, 
New York. Designed to focus interest on the desire of 
every teen-ager to own a watch, the ad was placed in 


—————— 
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|. The 100th Tissot anniversary is 
honored in the Tissot ‘Century’ 
watch. Tells date automatically. 
$250 retail, 14K gold; $300, 18K. 





2. The Longines Matthews" for men 
has a faceted crystal matching® a 
faceted gold-filled case. Styling 
is neo-classic. Retails at $71.50. 


3. The Omega “Synchrobeat" features 
a synchronized second hand, which 
comes to a full stop at each second. 


18K gold case. $375 retail, F. T. |. 


4. Jet black dial set off by 14K 
white gold filled case and high 
curved crystal is in this Lord Elgin 
“Oxford.” Retails at $89.50 F. T. |. 





5. One style of the “Marquise” by 
the Wyler Watch Agency. Converting 
to bracelet when closed, it is blue, 
black, ivory or cherry. $95 retail. 


6. Matched watches for women and 
men from Elite Watch Case Co., N.Y.., 
featuring unusual bezels and lugs. 
1132/51 and 1132/51L are shown. 
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|. Thin models from International 
have cases and applied figures of 
I8K gold. Top style is $330; bottom, 
with Roman or Arabic dial is $300. 


to profit by. ... 


Nas 
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OO ae. 
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Siren gonpecnnnrn nn nan 





4. Wadsworth offers the "Carver," 
left, with a I0K rolled gold plate 
bezel, at $27.50, and the “Rockwell” 
for rough wear, at $29.75, F. T. I. 


3. The Medana "Carlyle" has a dial 
with stick figures, a platter case, 
rolled white gold plate top and a 
stainless steel back. $16.95 retail. 


2. Universal Geneve strikes a new 
note in the size of ladies’ watches 
with these three large gold sports 
models, from its fall collection. 


7. A self-winding ladies’ watch from 


6. Hamilton's "Chatham," left, at 
Eterna Matic has ball bearing 











5. A shock and dust-resistant, 21 
jewel model from the Gruen "All- 
Star’ series. Introductory 
is $89.50; after Nov. 7, $97.50. 
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$150, has 19 jewels, 14K gold case, 
18K markers. The "Sonya" at $71.50 
has 10K case, 18K markers, 17 jewels. 


mounted winder and a I4K yellow or 
white gold case. It retails at $110. 




















1. Available in a variety of surface 
features that stress delicacy on the 


wrist, these bracelet designs come 
from Forstner Chain Corp., Irvington, 
N. J. Prices range $9.50 to $12.50. 





2. 


2. Latest product of Paper-Mate Pen 
is this ultra-modern custom desk set 
No. 10. Black and gold color pen in 
a "jet swivel” holder. $4.95 retail. 


5. A Karlan & Bleicher wedding band 
highlights die-struck construction, triple- 
rows, high styling and deft design. No. 
44085/6 is shown mounted for illustratiort 
purposes only, revealing wide design. 


3. 


3. J. R. Wood offers the "Woodland 
Lily," an Artcarved "Flowers of Love” 
wedding ring. Other designs are: the 
Rose, Daisy, Hyacinth, May Blossom. 


6. These new sterling silver rhodium 
plated or 1/20 12K gold-filled cuff links 
are by B. A. Ballou, Providence, R. I., 
and are made with the firm's patented 
swing action. $6.50 retail, gift-packaged. 


They re 





... Theyre yours 





4. Fine-grain alligator "“Craftsman' 


billfold by I. Smallman & Sons, has 
removable 8-view passcase and two 


$7.50. 


bill compartments. Retail is 
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to profit by... 


2. 


2. Cuff links and tie clasp designed 
by Hadley to carry the crests of the 
Masons, Shriners or Knights of Co- 
lumbus are 12K gold, $16.50, F.T.I. 


5. A 10K gold ring by Philips, with 
a cultured pearl, is for the six to 
twelve year age group. This is No. 
R607P, which is packed six to a tray. 
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3. 
3. Gold filled miniature baby picture 
frame (round or oval) is by Carl 


Beresford Co., North Attleboro, Mass. 
Retail, $4.50. With bow on top, $6. 


6. Pictured are Linde synthetic star 
sapphire and ruby rings from the line 
of Davidson & Sons Jewelry Co. These 
Dason rings are each $89.50 retail. 





1. A smart gold-filled bracelet and 
disk combination, retailing at $9.45, 
is offered by Everfine, Providence, 
R. |. Disks and bracelets also come 
separately in gold filled or sterling. 





4. Betty Cooke designs by Fraser in 
sterling bar cuff links and tie-clasp 
accented by black lucite. Top links, 
$12 retail; others, $15; clasp is $10. 


7. Shown actual size are earrings by 
Sidney B. Gurfein of 14 matched gem 
marquise diamonds and round stones. 
Also worn as clip, brooch or pendant. 


7. 
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YOUR BIG 


CUSTOMER TODAY 


AND TOMORROW 





that young womans wv Rev tens 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


Getting gifts galore? 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gift she wants. 


Coaching Mom, Dad?! 
Spark behind the second big 
family furnishing. Prompting 
purchases of new flatware, 
china, glass and appliances. 


Here comes the bride?! 
More girls marry at 18 than 
at any other age. They’re 
picking products, buying 
brands, now for “that day.” 


There’s one best way to reach the 7,500,000 


young women in their teens: 


seventeen sells’ 


NEW YORK ¢« BOSTON e¢ CHICAGO e HOLLYWOOD e ATLANTA 
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A SECTION DEVOTED TO 


CHINA, GLASS, FLATWARE 


ere HOME ACCESSORIES 
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by BILL HEENAN 


Typical of the store's constant promotions is this display tying-in with a motion picture, "The Heiress." 


Gaining a Reputation as a Silver Specialist 


If a jeweler wants to be recognized in his community as a silver specialist, 


says Robert Altman, Syracuse, N. Y., jeweler, he cannot do it with a few lines. 


He needs an extensive silver stock and a year ’round merchandising program. 


Diiasicaes merchandising brings greatest 
rewards if it is a year ‘round proposition, not just 
sporadic or seasonal, contends Robert Altman of Altman 
& Green, Syracuse, N. Y. 

“In fact you have to ‘institutionalize’ yourself as a sil- 
verware merchant to gain really satisfying results,” he 
believes. 

A variety of lines is also extremely important, in Allt- 
man’s opinion. Combine a wide selection with a club 
plan, he adds, and you are beund to gain new customers 
and repeat sales. 

“After all,” he explains, “if a retailer wants to ‘insti- 
tutionalize’ himself as a silverware specialist, he cannot 
do it with just a few lines or patterns. That is why we 
offer our customers a wide selection and a club plan if 
they wish to use it.” 

Altman & Green leave no doubt in the public mind 
that silverware is their specialty. It is one of the few 
stores in Central New York which offers credit to its 
customers, at the same time giving them as many as seven 
fine lines from which to choose. 

The store’s merchandising program is highly special- 
ized. Newspaper advertising is not only consistent but 
follows a unique pattern. Mass displays are given un- 
usual treatment—aside from the fact that a full window 
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of silverware is standard practice throughout the year. 
The club plan is the featured attraction in the store’s 
merchandising pursuits. 
‘“‘We try to keep our newspaper advertising on a high 
(Please turn to page 160) 





Thanksgiving Day was the occasion that inspired this window 
display last year, devoted exclusively to sterling silver. 
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INTRODUCING 


French feroll 


THE NEWEST PATTERN 
IN 


ALVIN STERLING 


A flourishing prelude to the styles of tomorrow 


Here, in ALVIN'S newest pattern, is a style developed 
in keeping with the present-day demand for modern- 


ized sterling patterns. 


The fantasy of scrolls from the LOUIS XV and LOUIS 
XVI periods ... richly and delicately moulded into a 
series of sweeping graceful curves, unbroken, yet 
carved to reflect beautifully the scintillating high 
lights created by its soft undulating surfaces ... gives 
life to this lovely pattern. 


You will want "FRENCH SCROLL" to brighten your flatware 
selection. It has been amply surveyed among women in all age 
groups and has passed the acceptance test with flying colors. 


“FRENCH SCROLL" will be advertised in eleven (11) na- 
tional magazines, beginning with the October issues of the 
following: BUYING GUIDE FOR THE BRIDE - - VOGUE - - 
BETTER HOMES & GARDENS - - HOUSEHOLD - - WOMAN'S 
HOME COMPANION - - SEVENTEEN - - MODERN BRIDE - - 
HARPER'S BAZAAR - - GLAMOUR - - CHRISTIAN SCIENCE 
MONITOR and HOUSE BEAUTIFUL. 


A series of twenty-seven (27) advertisements will be run 
during October, November and December .. . total circula- 
tion upward of 35,000,000 - - your prospective customers. 


Place your order with your ALVIN jobber now, or, order 
direct. Prices the same. 


Deliveries beginning October |, 1953. Price lists sent on 
request. 


6-piece place-setting, dessert size—$32.75, including Federal 
Excise Tax. Here is your opportunity for added sales and 
profits. Why not order now? 


French Sorell 
THE ALVIN CORPORATION STERLING 


Makers of Exclusive Silver Designs for over Sixty-Five Years Luncheon Knife, 


PROVIDENCE y A R. |. Moderne Blade 


Hlustrations Actual Size * Trade Marks 
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A fluorescent lighted, hollowware niche pulls attention of silver customers. 


A Program for Regaining 


Lost Silver Customers 


. 

SPECIAL promotion directed to the indi- 
vidual bride in order to recover lost silverware trade 
and low cost promotion for other lines are included in 
the comeback program of Trout’s at Ottawa, Kans. This 
jewelry store was out of operation for three months after 
a disastrous flood swept merchandise from shelves and 
wrecked the store. Water covered the entire main street 
of Ottawa and backed up to over five feet against the 
interior walls of the store. 

“It’s like starting all over again,” declared owner Wes- 
ley Trout. 

A few watches and diamond rings were salvaged, and 
a small portion of the silverware stock was refinished 
and exchanged by manufacturers. Otherwise, the jeweler 
incurred heavy losses. 

Renovation of the store was, of course, the first step 
after the flood. However, as Trout explained it, “The 
monumental problem, when a disaster like this strikes. 
doesn’t lie in rebuilding the physical aspects. If financing 
is available, that’s the easiest phase of the program. The 
real problem is getting back traffic lost when a store is 
closed. 

“During the three months our doors were closed for 


‘ (Please turn to page 163) 
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Rebuilding reputation as the 


THE JEWELERS’ 


et he tt 
silver store 


by GRIER LOWRY 





for brides is 


aim of W. Trout. An alcove, below, features bride-elect 
patterns set on a table and a silver case with 24 patterns. 
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Your customers SAVE $46.67 AND YOU 
| MAKE BIG PROFITS! RUN THIS AD 


FOR BIG, BIG 
FLATWARE 
VOLUME! 
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FREE 


SALES- 
PRODUCING 
SELLING 
AIDS 


full color 
window and 
counter displays 


* counter cards 


a fent cards 
Limited time offer! 


* ad mats (4 sizes) 


CALL, WRITE OR WIRE TODAY 


YO 4 Va SILVER 


COMPANY 


NEW YORK + LOS ANGELES « MIAMI * CHICAGO «+ CINCINNATI * CLEVELAND + DALLAS * DETROIT 
MINNEAPOLIS + NEW ORLEANS ¢ PORTLAND (ORE.) * SAN FRANCISCO «+ SEATTLE «+ ST. LOUIS 


consumer price 
lists 


mailing inserts 
x (at nominal 
charge) 








FOR NOVEMBER, 1953 151 








Get customers in the holiday mood by... 





Dressing the Store in Christmas Splendor 





Stelfox Jewelry made its silverware department a prominent center of Christ- 


mas decoration. The store-wide, holiday color theme of pink and silver was 


carried out in a brilliant table setting of silver and floral decoration. 





Window setting plays up silverware by using big stars of silver filigree with pink centers. 


Mace your store the talks of the town by 
converting it into a fairyland of Christmas decoration 
and you draw big holiday traffic, declares owner Harry 
Levy of the Stelfox Jewelry Co., Austin, Texas. 

During the pre-Christmas season, Stelfox’s redecorated 
its entire store by generous holiday decoration which 
emphasized pink and silver color themes. Four foot 
pompons of pink fiber glass enveloped the overhead 
lights. Since Stelfox’s is a long store, the general effect 
was one of many dazzling, pink color spots that enlivened 
the store atmosphere in a gay Chirstmas mood. Smaller 
pompons of the same material brightened up the wall 
cases. 

Silver was added to the decorative scheme by stringing 
strands of silver tinsel, studded with innumerable tiny 
lights, from floor to ceiling, against the wall cases. 
Lighted lamps with pink and silver shades were placed 
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by W. B. STODDARD 


on the showcases, with pink roses in tall, crystal vases 
alternating between the lamps. 

In order to spotlight its china, crystal and silverware 
departments and also integrate them with the Christmas 
color theme, Stelfox’s located a long table against a back- 
ground of sparkling crystal and placed on it silver can- 
delabra, a centerpiece of great pink dahlias and a six- 
place setting of fine china, crystal and silver. To com- 
plement the pink and silver motif and bring in the green 
of Christmas season, a second table, placed against 4 
background of imported and domestic china, was set with 
green and white china, green crystal and tall, green glass 
vases filled with white roses and white frosted foliage. 

The pink and silver holiday color theme was also cat- 

(Please turn to page 166) 
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ADVERTISED TO 36,788,381 READERS 





Make 1953 your crowning sales year with 
Royal Doulton. Cash in on our royal 
turn-out of 44 national ads in 10 major 
magazines. Watch for them. Stock up on 
the merchandise we're featuring. 

Make the most of the biggest advertising 


campaign in Doulton history. 


ADVERTISED IN: 

AMERICAN HOME + THE BRIDE’S MAGAZINE 
PARENTS’ MAGAZINE + HOLIDAY + HOUSE BEAUTIFUL 
HOUSE & GARDEN + LIVING FOR YOUNG HOMEMAKERS 
THE NEW YORKER + SEVENTEEN + SUNSET MAGAZINE 


Fine English Royal Doulton is unduplicated 
for beauty and quality. Yet prices are well 
within your customers’ budgets. Royal Doulton 
._. dinnerware retails from $4.50 a place setting, 
J bone china from $13.75, figurines from $6.50 

' and character jugs for as little as $2.00. 


DOULTON AND COMPANY, INC. 
11 East 26th Street, New York 10, N. Y. 
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1. Only American Modern design in silver- 
plated coffee and tea set with matching 
tray; pots have removable lids; about 
$50 Keystone; also 4-pc. set, $32 Keys. 
By Roman Silversmiths, Inc., Brooklyn, N. Y. 


2. The Master Key—bottle opener, cork- 
screw, can opener, ice crusher—imported 
5!/."" metal key available in polished brass 
or antique finish, to be retailed for $5. 
From Essway Mfg. Co., Inc., of New York. 


3. For the holidays—gay-colored turkey 
platter 20" long, retail $25; salts and 
peppers, $4; tureen, $22.50. From Brad 
Keeler Artwares, sold by Paul A. Straub & 
Co., N. Y.; China Dry Goods Co., Calif. 


4. Recently introduced—the “Star Dust'’ 
pattern in china dinnerware, has border 
of leaves and buds in gold and black with 
red berries; 5-pc. setting is $10 retail. 
Made by Royal Jackson China, of New York. 


5. New "Alpine" dinnerware in fine Bavar- 
ian china was designed in the contempor- 
ary manner by European modernist, Heinz 
Loeffelhardt; 5-pc. setting, $7.50 retail. 
From Fraser's of New York and California. 


6. Cocktail wagon made of anodized alu- 
minum is proof against rust, liquor, and 
stains; made in England by Kaymet, it is 
available in color or gold, retail $95. 
From Fondeville & Co., Inc., of New York. 
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They’re New... 
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,.- Lhey ll Be Selling 





* 1. 
|. Milk glass made from original molds, 
some more than 50 years old: Jar and cov- 
er, $2.75 retail; cookie jar, $4.50; sugar 


bowl and lid, $3; and creamer, $1.85. 
By Fostoria Glass Co., Moundsville, W. Va. 











2. "Fleurette'"—new decoration in French 
Haviland china shows groupings of small 
blue, pink, yellow flowers on Louis XIV 
shape; 5-pce. setting retails for $14.30. 
From Haviland & Co., Inc., of New York. 


5. “Partridge in a Pear Tree" typifies 
new look in Wedgwood bone china—stylized 
design in tones of gray highlighted with 
gold pears; 5-pc. setting, $18.40 retail. 
From Josiah Wedgwood & Sons, Inc., N.Y.C. 


3. For the jeweler or his customer—I0!/2" 
black metal sleigh, four 7" tall reindeer 
sculptured in black wire, four red candles; 
min., | doz. sets. Retail $2.95. Sold through 
Sun Glo Studios, New York City, New York. 


6. Modern in styling in this decanter in 
heavy crystal glass from Sweden, suitable 
for whisky, liqueurs, wines, or cordials. 
It may be retailed for $5. Distributed by 
R. F. Brodegaard & Co., Inc., New York. 


4. Bright flowers from the English country- 
side encircle the Chelsea Wicker shape 
in Spode earthenware in this “Hazel Dell" 
pattern; adaptable to any interior design. 
From Copeland & Thompson, Inc., New York. 


7. Two-piece canape set in "Old Grecian 
Flute’ design—made in English bone china 
by Gladstone; about $3.25 retail in gold, 
will be available next year in platinum. 
From Geo. Borgfeldt Corp., of New York. 
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to a great extent on the way in which the merchandise 
is handled, the tone and manner of the salesperson, 4 
sincere interest in the customer’s requirements shows up 
every time—and so does indifference! 

Fortunately for the jeweler who sells china and glasg. 
ware, both of them are products which capture the imagi. 
nation. They not only have beauty of their own, by 
they give color and charm to hospitality. The sales. 
person who thinks of them in such terms does a far better 
job than the one who is allowed to look on them as go 
many units in a sales book. 

Background information about china and glass is ayail. 
able from many sources, but let’s repeat that it is the 
jeweler, himself, who can do the most to build an enthv. 
siastic sales force. 





by MADELINE LOVE 


% % % 


A SLIGHTLY different date set-up for the three Pitts. 

burgh shows in January has been settled upon: Pitts. 
burgh Glass and Pottery Exhibit at the William Penn 
Hotel, January 6 to 14; Keystone China and Glass Show 





Q* earlier pages in this issue, the jeweler will at the Fort Pitt Hotel, January 5 to 13; Carlton House 
find words of help in dealing with his Christmas- Show, January 6 to 13. 
time salespeople, most of whom know little—if anything Other dates announced are: Washington Gift Show, 
—about the merchandise. But there is one thing that Hotel Willard, January 24 to 27; Chicago Gift Show, 
cannot be learned—which must be instilled by the jew- La Salle Hotel and Palmer House, February 1 to 12; New 
eler, himself. That is enthusiasm. It is the first neces- York Gift Show, Hotel Statler, and New Yorker, Febru- 
sity of selling. Without it, the new salesperson can ary 22 to 26; Boston Gift Show, Hotel Statler, March 
hardly become interested in knowing about the merchan- 8 to 12; Philadelphia Gift Show, Hotel Benjamin Frank- 
dise, much less in trying to pass that interest along to a lin, March 21 to 24; New York Stationery Show, Hotel 
prospective customer. New Yorker, May 16 to 21; Midwinter Market Week, 
The difference between a sale and no-sale may depend Parker House, Boston, January 24 to 28; Registered 

















THE GRAND FINALE 


by 
ACHTZIGER 


Another of Hutschenreuther’s out- 
standing works of art. On display 
at our New York show rooms. 


In stock for immediate delivery. 


Hussdrentctte 
\LH SY 


SAvARIe 





PAUL A. STRAUB 
& Company, Ine. 


19 East 26th Street (Near Fifth Avenue) 
NEW YORK 10, N. Y. 
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is telling your 





trade 





_ 





the strongest lighter 


story ever told! | 





In the big magazines and on national — 
television, millions of prospects are learning ff 
of the sensational Zippo “work forever” 
guarantee ... of patented Zippo construction , - <a 
that ends the nuisance of ‘flopover flints” <r 
and lighter jamming. 


It's the strongest lighter story ever told! ee oe  _ 
Many of your customers will be familiar > | 
with it. Just be sure you have a complete 
selection of Zippos in stock for the rush. 

Your wholesaler will speed the Profit Booster 
(see picture) and whatever else you need 

to get your share of this boom trade! 


And here’s a tip— 


Many lighters are last-minute gifts. 





Be ready . . . right up to Christmas Eve... 


with genuine Zippos. 


(OPC 


5% oe PORES SS cs "$3 ; # 1 ; ¥ 





ZIPPO PROFIT BOOSTER. 
Distinctive solid walnut case. 
A powerful selling tool in small space. 


GUARANTEED TO WORK FOREVER 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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from 


HEINRICH 





“BLOSSOMTIME” 


& CO. 


this fast-selling pattern on the coupe shape in pure- 
white Bavarian china —its spring-like pinks and 
greens encircled with line of fine gold. 


3a-pe. Setting—App. $7.50 retail 


GEO. BORGFELDT 


CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 
44 York St. 


712 S. Clive St. (Merch. Mart) 
Los Angeles, Calif. 


Toronto, Ont., 





Canada 











































71 Clymer Street 


NOW—for the first time—a truly American Modern 
design in silverplated coffee and tea service, fash- 
ioned on clean, simple lines. Eight-cup pot with lid 
engineered to fit securely, and removable for easy 
cleaning—insulated handle—matching engraved tray. 


9-Pe. Service, Tray included .. . $50.00 Keystone 
4-Pe. Tea or Coffee Service, Tray included . . . $32.00 


Keystone 


Sets carry our Lifetime Brand Hallmark Guarantee if Silver Wears Off 


ROMAN SILVERSMITHS, INC. 


Brooklyn 11, N. Y. 


AMERICA’S FIRST and ONLY 
MODERN SILVERPLATED SERVICE 
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PSAncenss CHINA 


Nationally Advertised 


oe cia fe #5 of Europ e% be er 


a A MESSAGE ‘OF IMPORTANCE! 


TO FRANCONIA CHINA DEALERS 
. The first shipment of stock of the popular “MILLEFLEURS” 
pattern has arrived in our New York warehouse, permitting us 
to fill the orders already placed and to take care of your future 
needs for Fall and Holiday selling. 
“MILLEFLEURS" (Illustrated) 5- -pe. Place Setting with 10%,” dinner 
plate: $7.95 (Slightly higher South and West). 


— Available in Open Stock — 


39-41 WEST 
Herman C. Kupper, Ime. New York i NY 











ode since 1770 


THE W FINE ENGLISH 


DINNERWARE 


COPELAND 
RO 


Fine English Earthenware (ODE 
Leni 


ENGLAND 

















bd ” SPOUE 
ELANC 
English Bone China coretancs cuima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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California Gift and Dinnerware Show, Hotel Morrison, 
Chicago, January 31 to February 10; Registered Cali- 
fornia Gift and Dinnerware Show, Hotel Vanderbilt, New 
York, February 21 to 26; St. Louis Gift Show, Statler 
Hotel, St. Louis, March 6 to 10. 





a to right: Mrs. Helen Douglas, E. Monroe Fisher, 
and Mrs. Fisher appear at the cocktail party given late 
in September by Fisher, Bruce & Co., of Philadelphia 
and New York, in the New York showrooms, to show new 
pieces in Orrefors crystal from Sweden, and Vista 
Alegrechina dinnerware from Portugal. Mr. Fisher is 
president of the company, and Mrs. Douglas travels the 
eastern half of the United States for the firm, specializing 
entirely in Orrefors. 
3 sé % 

— Wepcwoop & Sons, INC., gave a press tea Oc- 

tober 16 at the New York showrooms to show a new 
series of patterns and also to introduce Alan Price, who 
has recently joined the firm as staff designer. Mr. Price, 


ALAN PRICE 





a graduate of the Royal College of Arts in London, will 
make his headquarters at the Wedgwood offices here, 
and will devote his attention to developing designs espe- 
cially for the American market, and to executing special 
designs for the commemorative department. While at- 
tending the Royal College, he won the silver medal for 
pottery designs, and he has also won the royal scholar- 
ship for textile design. 

Among the new patterns introduced at the party (one 
of them illustrated in this issue) were several high-style 
decorations, modern in feeling, done on the “Savoy” 
shape. This is a couped modeling which has been in 
the line for a number of years but is new to the American 
market. 
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> We're telling the Baker 
and Four story toa _<— 
lot of your customers next “~ 
month in the Christmas issue 
of House & Garden—urging ears 
them to put Baker and Four Lhe 
sets of Haviland china at the top oftheir % 
gift lists. Don’t miss this full-color ad— 
and the black-and-white version in 
American Home. And don’t miss this 
Sales-making opportunity! 


* Haviland « C9 


INCORPORATED 
270 Park Avenue, New York 17, N.Y. 
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creates 
both 
profit 
and 


prestige 
The name of WALES is 


f » recognized by your cus- 
or | tomers... to them it 
' means finer quality, high 

Vy ou Y styling and greater value 
..-.O you, faster turnover 

and extra sales which 


st ore | means increased profits. 


RESINS © IT LAI, II LE EERIE ise. 


LAS VEGAS~-1722 


Removable 8-view pass case, 
zipper bill pocket, plus extra 
compartments, hand tooled 
with double hand lacing, 
Maple Cowhide. List $7.50 


Send today for a full col- 
or catalog of the WALES 
line . . . You'll be glad 
you did. 


Send for sample assort- 
ment today. 








1366- 


Removable 8-view picture holder, with gusset change 
pocket. Choice of Ked, Green or Navy. 


i 


COLUMBIA WALESCRAFT, LTD. 
22 W. 32no STREET. N.Y. 1, N.Y. 


List $3.50 














WALES 






























AN “assistantship scholarship” in the Industrial Design 

Department of Pratt Institute has been established by 
the Jackson China Co., New York. Through this scholar. 
ship, a deserving student will be given a chance to special. 
ize in the study of ceramics from many different view. 
points—design, production, engineering, marketing, dis. 
play, and sales—and he will also be given full use of the 
Jackson factory and equipment for practical use of his 


studies. 
* ¥ * 


HE new showrooms of Associated Silversmiths, Inc., 
were officially opened October 14 with a cocktail party, 
The concern now occupies attractively decorated quarters 


at 366 Fifth Avenue, New York. 


% % % 


; iow use of pre-registration cards at the California Gift 
show has been discontinued by the Los Angeles Trade 
Fair, Inc., operators of the exhibit. The move was made 
because a survey revealed that only 656 out of a total of 
4,823 buyers had brought their registration cards with 
them when they attended the July Show. The next Show 
is scheduled for January 24 to 29 at the Merchandise 
Mart, Brack Shops and the Alexandria and Biltmore 
Hotels. 
ae C. GRAHAM, long-time Middle Eastern manager 
for the Duncan & Miller Glass Co., with headquar- 
ters in New York, has resigned from the company, effec- 
tive December 1. Mr. Graham, who has spent 32 years 
in the glassware business, will announce his future busi- 
ness plans later. He and his wife will live in Palm 


Beach, Fla. 
% % #% 
A COMPREHENSIVE exhibit of dinnerware and individ- 
ua! pieces representing 178 years of Royal Copen- 
hagen porcelain was opened late in September at the 
Georg Jensen, Inc., headquarters in New York. A press 
preview just prior to the opening of the exhibit was spon- 
sored by Henrik Kauffmann, Danish Ambassador to the 
United States. 
% % % 
ho H. GRIFFITHS who was recently discharged 
from the Army after active service in Korea, has 
been appointed to the sales force at the New York offices 
of Libbey Glass. 


% % % 


Gaining a Reputation 


(From page 148) 


3 


grade,” says Robert Altman. “We incorporate it in our 
institutionalization theme by having the ads appear at 
least twice a week, always in the same general section 
of the newspapers. Most of our ads are of uniform size— 
two columns by five inches.” 

Altman believes that if newspaper advertising is con- 
sistent, dignified and follows a definite plan regarding 
placement and size of the ads, it will eventually stir pub- 
lic consciousness. That is his aim—to accustom the pub- 
lic to seeing Altman & Green silverware ads so that pros- 
pective buyers will make it a point to visit the store 
when they are in the market for silverware purchases. 

Advertising must be consistent to be successful, Altman 


THE JEWELERS’ CIRCULAR-KEYSTONE 







































points out. Sporadic advertising, he says, is not effec- 
tive enough to be practical and usually is discouraging. 
The dealer who expects immediate and lucrative returns 
from occasional ads will often be disappointed, he adds. 

“Profit-wise, our advertising got off to a slow start,” 
notes Altman, “but by sticking with our specialized plan, 
we have built our advertising to the point where it is 
bringing increasingly better returns.” 

In addition to advertising, Altman & Green uses every 
feasible means to promote silverware. 

At high school graduation time, it offers “graduation 
gifts” to the girls. They are invited to visit the store 
and select a pin, without charge, representing the silver- 
ware pattern which meets their fancy. In return, they 
do not object to leaving their names and addresses. 
This provides the store with an invaluable mailing list 
of potential brides. It is a long run proposition, but it 
pays off. 

“For instance,” Robert Altman recalls, “we received a 
call on one occasion from a woman who wanted to buy 
place settings for her daughter, soon to be married. She 
named a pattern selected by her daughter by means of 
one of our pattern pins when she graduated from high 
school. 

“The mother was obviously too ill to come to the store, 
but she said that one of our cards noting an impending 
price increase in the pattern had come to the house in 
her daughter’s name. Naturally, she wanted to make 
the purchase before the price rise; so I went to the lady’s 
home to close the sale.” 

It is routine for Altman & Green to send notices of 


scheduled price increases to all club plan members and 
others on the mailing list. Similar messages also appear 
in the newspaper ads. Club members appreciate the 
service, Altman notes, and it prompts many of them to 
come to the store to “get under the wire.” 


“This is one way to make advertising and promotion 
bring immediate results,” he comments. 


EFFECTIVE SALES TECHNIQUE 


A highly effective in-store sales technique, as prac- 
ticed by Altman & Green, is to lay out the customer’s 
selections on a dining table set up in the store. In this 
way, the customers can more readily visualize how attrac- 
tive the patterns will appear on their own dining tables. 


It is much more effective than spreading a few pieces 
on a counter top. The Syracuse store does not always 
have the table set up, but uses it during busy seasons 
such as Spring and Christmas. 


Unusual treatment of mass displays is another tech- 
nique used by Altman & Green. For example, when the 
motion picture, “The Heiress,” had it first showing in 
Syracuse, the store tied-in its window display of silver- 
ware with the movie. A life-size cardboard figure of the 
star, Olivia de Haviland, attracted attention to the dis- 
play. 

Prominent in the background was the message that 
“You can own sterling silver like an ‘heiress’ with Alt- 
man & Green’s silver club plan.” Another sign with the 
display offered free pairs of tickets for the movie to the 
first 50 persons able to name the ten sterling patterns 
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Millions read this in Reader’s Digest... 





laboratory tests? 


Impartial laboratory tests, reported in 
Reader’s Digest, proved that no other 
form of protection tested prevented tar- 
nish as effectively as Pacific Silver 
Cloth . . . recommended by leading 
silversmiths and jewelers! 


Your customers read about Pacific 
Silver Cloth’s proved protection every 
month in these national magazines: 


sees 





HOUSE BE. ee 
WOMAN’S HOME COMPANION jileor 


GOOD HOUSEKEEPING 
BRIDES REFERENCE BOOK 
BRIDES MAGAZINE 


New visual Pacific Silver Cloth 


Wrap display moves wraps fast! Silver Cloth. 


Only PACIFI Silver Cloth 


postlively prevents tarnish | 
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Display Pacific Silver 
“am Cloth where your cus- 
«aa tomers can see it! Point 
out the label and beaver- 
brown color that identify 
the genuine Pacific 


Reed & Barton’s “‘Hampton Court” 
sterling, protected from tarnish by 
bags of Pacific Silver Cloth. 







Tiny silver particles in Pacific Silver Cloth 
trap tarnish gases . . . prevent them from 
reaching hollow ware and flatware. 


PACIFIC MILLS, ‘Dept. R-11, 1407 B’way, New York 18, N. Y. 
Gentlemen: Please send me names of suppliers and descriptive 


literature on Place-setting Rolls ——, Hollow Ware —-, 
Lined Chests ——, Packets ——, Wraps (yard and 24-yard) ——. 


Name 
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The lighter with 


the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 


TILTED jet 


flame for pipes © 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 









The Flame 


you aim 


Why Beattie Jet Lighters sell so easily... 


. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

. Consistently advertised. 


For full information or display material write to 


BEATTIE fet rrovucrs, we. 


19 East 48th Street, J New York City 


CNAME w NO = 
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ah lll, 
Stainless Steel Blades 





I} by “Worthampton 


For New Goods or Repairs 














B. Cap Lifter (Hook Type 


A. Bottle Opener (Ring Type) 
D. Cheese Scoop 


C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1671 


NORTHAMPTON 2, MASS: . 
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SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ prover: sales-appeal. Send for catalog. 
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which had been made the center of the window display. 

Altman points out that a display such as this is effective 
first of all because its unusual approach attracts atten- 
tion. Secondly, it indicates that the jeweler has a variety 
of lines to suit nearly every preference. Third, it in- 
forms the public that the store offers a convenient pur- 
chasing plan. 

With Altman & Green’s club plan, there are no in- 
terest or carrying charges. There is no difference in 
price between cash and credit sales. This permits the 
store to hold the price line, while encouraging customers 
to use the club plan rather than hold back until they 
have more cash. 

Although the firm has been in business less than nine 
years, it is fast becoming a leader in silverware sales— 
as evidenced by the fact that seven leading companies 
have given it franchises. 

The store endeavors to give each manufacturer’s line 
equal prominence in its merchandising program. The 
results provide mass displays featuring a variety of pat- 
terns by a variety of companies. 





Lost Silver Customers 
(From page 150) 


renovating, our customers were forced to trade elsewhere. 
A solid 50 per cent of our traffic failed to return after we 
reopened. Winning back their business, and gaining new 
business, is the No. 1 project. 

“We particularly miss the wedding business lost when 


we closed. We have always been recognized as the com- 
munity’s ‘silver store,’ but during the flood many brides, 
who otherwise would have patronized us, started their 
patterns elsewhere.” 

A focal point of the extensively repaired store is a 
table set with china, crystal and silver selections of young 
brides and appropriately decorated with flowers, candles 
and tablecloth. It is located near the hollowware and flat 
silver niche. 


NEW BRIDAL REGISTER 


“Our record of brides’ selections of crystal, silver and 
china,” said Trout, “was lost in the flood, but we have 
started another one. In selling the wedding trade, we try 
to avoid over-selling. If a young bride prefers a service 
for eight in crystalware and selects sherbets, goblets and 
plates, we don’t build it up to a service for 12 after fill- 
ing out these pieces, but add cups and saucers, and other 
related pieces. 

“However, if a bride desires eight cups and saucers, 
and we have only six in stock in her pattern, rather than 
lose a possible sale, we sell a plate or other dinnerware, 
and emphasize that the bride can exchange them for cups 
and saucers as soon as they are received.” 

In cases of discontinued patterns, the store sometimes 
acts as an intermediary. If a girl just gets started on a 
pattern which is abruptly discontinued, Trout’s attempts 
to switch her attention to a new pattern, suggesting at the 
same time that she dispose of her few discontinued pieces 
to another customer who may need only these items to 
complete her set. 

















Metals of Guaranteed Purity 


GOLD ° SILVER * PLATINUM ° PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 


| W solicit your Sweeps pice 


L— 











Filings—Scrap Gold and 
| Strictly Refiners 
Not Manufacturers 


of J ewelry | 


Platinum — Metals 


Your Ol Gold Shipments 
|| WILL RECEIVE 
Special wm 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. JU 2-2320 New York 19, N. Y. 
Est. 1895 “ 
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Fast seller 
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Quickly makes the =F 


smoothest mixtures cS 
you've ever tasted > 


CC tires, 
SS ( ————— 
in foods and drinks 


Patented — 


Everybody is buying SPOONOMAT! The most efficient 
mixer ever invented. Makes work easier and faster 
for men, women, nurses, bartenders, etc. Easy finger 
pressed top spins the spoon so rapidly it creates a 
whirlpool of liquids, mixing quickly and thoroughly 
—from the bottom to the very top. A real time and 
work saver! 

It gleams like a jewel. Precision made of gleaming 
stainless steel 100% inside and outside—never tar- 
nishes—never rusts—no parts to get out of order, 834” 
long—comes in attractive gift box. Retail price $3.95. 
SPOONOMAT is the most appreciated gift for Christ- 
mas, Birthdays, Anniversaries and ALL occasions—all 
year round. Display it, show it to your customers 
and watch SALES BOOM. Promotional material avail- 
able—wmats, displays, mailing folders. Cash in on this 
profit-making best seller. Write today for full-profit 
discounts and descriptive folder. Immediate delivery. 


MARICOPA TRADING CO. 
Dept. JC-11, 115 Broadway, N. Y. 6, N. Y. 


_~SS&S SS SSS SSS SS SS SS SSS SSS SSS SSS SSS SSS, 


g Please quote us full-profit discounts [] Retailer [1] Jobber 
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Atlanta 


8 days Jeweled Wall Clock 
Sawed out Filigree Solid Brass, Raised Numerals 
Distinctive, Unusual. 


— Overall 12" 


# 1035/1 








To retail for $65.00 plus tax 


Keystone List $78.00 
Inquiries invited from wholesalers or write direct. 


ROTH BROTHERS—!Importers 


CLOCKMAKERS FOR 3 GENERATIONS 
106 E. 23rd ST. NEW YORK IO, N. Y. 

















L. LURIA & SON, Inc. 


Has openings for several high caliber 
Promotionally Minded salesmen for the 
MIDWESTERN and SOUTHERN Territories 
for 1954. Salesmen accustomed to $15,000 
or more earnings are what we want. 


Replies confidential. 


Leonard Luria 


L. LURIA & SON, INC. 
160 5th Avenue, New York 10, N. Y. 


Mr. Jeweler: 
Advise your favorite salesman to contact us! 
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Trout’s takes an intelligent and friendly interest in 
problems of brides. Mrs. Trout is ready with dependable 
advice for the young woman who choses crystal patterns 
and wants china and silver patterns to harmonize with 
her crystal. The store also helps bride and groom choose 
appropriate gifts for the bridal party, and finds this cre- 
ates good relations with the wedding trade in general. 

More display and promotional equipment was utilized 
‘n the new store than in the old. Two 12-foot windows 
were set in from the street, thus forming the new store 
front. Since the store is in a corner located building, a 
six-foot window was installed on the adjacent side street. 
Floodlighting is employed in the windows. 


DISPLAYS INFLUENCE SALES 


Windows in the new arrangement exert a heavier im- 
pact on sales than ever before. A local flavor to the dis- 
plays is achieved by displaying the place settings of 
silver, china and crystal of bride-to-be. A permanent 
feature in one of the windows flanking the entrance is 
four plaques, hanging from the ceiling, with knife and 
fork sets, representing 10 different patterns, displayed 
on them. 

Inside Trout’s, walls are decorated in light decor. Ma- 
jor lines are displayed in a series of six-foot floorcases 
backed by lighted wallcases with mirrored backgrounds. 

A busy traffic hub is a sitdown case, placed for easy 
customer inspection at the back of the store, containing 
24 silverware patterns. Back of this silverware case is a 
six-foot wallcase devoted to small electrical appliances. 

A heavy traffic center for older women, Trout’s says, 
is a dollar costume jewelry table, on which more than 
300 pieces are shown. Located at a strategic spot near 
the entrance, the table is floodlighted at night. 

One of the best innovations introduced in the reno- 
vated store layout is a watchband case stocked with a full 





Swedish Clocks Seen at Show 
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Miss Siv Boerring, Swedish model, lent an additional 
touch of decoration when she visited the Porath & 
Magneheim, Inc., booth at the National Homefurnishings 
Show held at Grand Central Palace, New York, late in 
September. She admired both the Westerstrand clocks, 
from Sweden, and the marquetry furniture which the 
firm had on display there. 
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SILVERMAN SALES ENTERPRISES 








Running A Successful 


Sale Is An Art... 


By Manny 
Silverman 


DO YOU CONTEMPLATE 
GOING OUT OF BUSINESS? 


It has been my experience that the jeweler who con- 
templates going out of business is faced with the 
following alternatives: 





1. Shall he employ us directly to put on a 
sale for him? 


2. Shall he sell outright for 40-50-60¢ on the 
dollar or even dollar for dollar? 


3. What shall he do with his Accounts Re- 
ceivable, his fixtures, his lease? 


4. When shall he sell, January to September, 
or October to December? 


5. If he sells, even at 40-50-60¢ on the dol- 
lar, he finds that the purchaser will then em- 
ploy us to run a sale for him and it still has 
to appear as though the jeweler were running 
the sale himself. 


He is harassed, unhappy, indecisive and muddled 
in his thinking and who can blame him. He has put 
in a lifetime to build a business—how to sell is now 
the most important decision in his life. 


If he would only stop to think, he would realize 
that the persons buying his store do not have to buy 
—do not have to take over his headache. 


They do so because they find it profitable. If it is 
protitable for them to buy and employ us to run a 
sale for then—THEN IT MUST BE PROFITABLE 
FOR THE JEWELER TO EMPLOY US AND 
GAIN THE DIFFERENCE BETWEEN 40-50-60¢ 
ON THE DOLLAR AND BETTER THAN DOLLAR 
FOR DOLLAR FOR HIMSELF. 


Jewelers have said to me, and | quote, ‘but this 
way | am taking a chance. | have to spend money 
for newspaper advertising, signs, extra help, etc.” 
The answer is NO!! | will advance all moneys needed 
for the conduction of the sale and still guarantee 
the jeweler dollar for dollar. | will sell his accounts, 
his fixtures, his lease, all on a guaranteed basis. 


DO NOT SACRIFICE YOUR STORE FOR 40- 
50-60¢ OR EVEN DOLLAR FOR DOLLAR — 
CONSULT ME FIRST! My consultation and sub- 


sequent visit to your store costs you nothing. 


WRITE! WIRE! PHONE! 


580 Fifth Avenue, New York 19, N. Y. 
Plaza 7-4693 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE & 


AT A bak 


PROFIT J 


WITH THESE 


TOWNE 


WATCH 


LEADERS 






























17-JEWEL 
SUPER - SPECIALS 


; 7Q95 


YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 





.\ pacKke quality 
GUARANTEED %& i csiasentor. 
10-DAY 
INSPECTION 


Presentation 
Boxes... 


Order these 
75¢ each 


terrific sellers 

today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 






To wee WATCH CQ. 























- 
a TOWNE WATCH CO. - 
- 29 East Madison St., Chicago 2, Illinois t 
: Ship Towne Men’s Specials : 
& Ship Towne Ladies’ Special : 
. Ship Presentation Boxes + 
- [] Send complete catalog : 
a ¥ 
8 Name . 
+ Address & 
: City State ! 
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line of leather and expansion bands. Located in a posi- 
tion fronting the watch repair shop, the case influenced 
band sales to climb 200 per cent. 


Diligent suggestive selling by the watchmaker plays an 
important role in the booming band sales. Personnel are 
coached to show new watches to prospects with eXpan- 
sion bands on them. Sales appeal of the watch is thus 
enhanced, and Trout’s says, if the watch is sold, a tie-in 
band sale results nine times out of ten. 


USES LOW COST PROMOTIONS 


Low cost promotions, each designed to aid the store 
in its comeback, are utilized by Trout’s. A graduation 
program, publicized in a large size display layout in the 
newspaper, offered a corsage and free teaspoon, with the 
graduation year engraved in the teaspoon’s bowl. 

A springtime baby promotion, in cooperation with 
other local merchants, yielded extra traffic. New mothers 
were mailed baby books by the company who conducted 
the promotion, with a coupon good at Trout’s for a feed. 
ing spoon, engraved with the birth date of the child, and 
in a pattern matching the mother’s silverware. As 
follow-up on this one year later, the jewelry store sent 
out birthday cards for the first birthday of the child. 

Running special newspaper price promotions, with dis. 
plays tying in, inside the store, on non-jewelry lines is 
another method used to get people inside the new store. 
The most recent promotion brought in a number of for. 
mer customers who hadn’t been in since the flood. Pot- 
tery was featured at half-price in a newspaper series, and 
displayed in the store on a table containing 30 pieces. 


GIFT WRAPPING A ‘MUST' 


Gift wrapping is also not neglected at Trout’s. It is 
considered a must. Mrs. Trout maintains attractive 
paper, ribbon and an assortment of cards for use on all 
kinds of. gift occasions: She has made.a:specialty of serv- 
ing men customers who telephone to ask her to select 
gifts for women, gift wrap packages and see that they 
are delivered. 





Dressing the Store 
(Fram page 152) 


ried to the display window. Pink glitter cloth was laid 
on the window flooring and installed as a background 
for the Christmas displays. Big stars of silver filigree, 
with centers of pink fiber glass, decorated the window 
display walls. Porcelain figurines were scattered among 
the items of merchandise. Silver and crystal were shown 
in one window, and china and sterling silver flatware in 
the other. 

Stelfox’s gift wrapping service comes to the fore dur- 
ing the Christmas season. It is a regular service all year 
‘round, but at Christmastide, it is considered particularly 
important. Stelfox’s is known for its beautifully wrapped 
gifts, and owner Levy considers gift wrapping one of his 
best advertisements. 

No charge is made for gift wrapping, and any purchase 
over $1.50 is wrapped in a gift paper. Many of the pack 
ages are elaborately decorated, especially ones in which 
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expensive gifts are wrapped. The more elaborate gift 
packages are frequently exhibited on the showcases for a 
day or two, where they gain the admiration of customers 
and promote the gift wrapping service. 





Jeweler Solves Parking Meter Problem 


Here is one way to get a jewelery firm’s name before 
the public. The Schwanke-Kasten Co., jewelers of Mil- 
waukee, caught the eye of the public and received news- 
paper publicity as well when it installed a coin changer 
outside its store. Automobile-driving shoppers use the 





Coin-vending machine on wall of Schwenke-Kasten store. 


changer to trade dimes for nickels. The nickels go into 
Milwaukee’s parking meters. 

The bright red and chromium coin vending machine is 
attached to the brick wall only a few feet south of the 
corner display window. Everyone who gets change, 
catches a glimpse of the jewelry and silverware on dis- 
play, too. The idea was William Schwanke’s, president of 
the 52-year-old firm. 


PURCHASES OWN MACHINE 


“I had to find some way to combat the parking meter 
problem,” Mr. Schwanke said. “I remembered having 
seen coin changing machines near telephone booths, so I 
made inquiries as to where I could buy one of these. 
I was directed to the Vendo Company of Kansas City, 
from whom I purchased the machine.” 

The changer was installed on June 1. Milwaukee news- 
papers gave the store picture and story space on the idea. 

“We have had hundreds of favorable comments on it. 
Having this meter outside the store. our shoppers can 
get plenty of nickels and put enough into the meter to 
insure themselves an unrushed shopping period,” Mr. 
Schwanke concluded. 
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INVENTORY Time 
ls The Easy Time to Install a 


Stock Record 








A WELL PLANNED AND PRACTICAL 
STOCK BOOK WILL GIVE YOU:— 


A SALES ANALYSIS AND BUYING GUIDE that helps you 
think in terms of INVENTORY TURNOVER and prevents tying- 
up working capital in slow-moving and dead stock. 


A compact and permanent record that you can continue to 
use without changing or recapping as long as you continue 
in business, no matter how large you grow. 


A daily inventory that would be indispensable to show the 
insurance company to prove your losses in case of fire or 
burglary. 


A numbering system with an index, that makes it possible 
to quickly and easily check the sold articles of Mdse. off the 
stock book at your convenience, daily, weekly or monthly 
from your sales record. 


A method that makes your next year's inventory a quick and 
simple job. 


An easy way to restore a lost tag on any article of stock 
without guessing. A stock record that will enable you to 
quickly reorder Mdse. without digging to find the old bill. 


The advantage of having an inexpensive source of supply 
for small quantities of replacement sheets as needed. 


You can ask for a set on memorandum. Have one on hand 
at inventory time. 





SOUDER'S BUSINESS RECORD 


A Simple, Direct and Effective Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax reports 


easy without rewriting several times into numerous books wit 
a series of charges and credits. 


You will know at all times: 
YOUR NET WORTH YOUR OBLIGATIONS 
YOUR TOTAL STOCK VALUE 
THE AMOUNT OF YOUR ACCOUNTS RECEIVABLE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, 
cash or accounts can be possible, without you knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 


Instruction set available on 15 day memorandum. 


SOUDER'S SAFETY SYSTEM 


883 BROADWAY, ALBANY 4, N. Y. 


h 








167 














DIAMOND RING SALESMEN 
WHO ARE EARNING FROM 
$15,000 To $25,000 
YEARLY .... 

The Irving Klampert Co. 
offers you one of the 
best jobs in the industry 


The Irving Klampert Co., manufacturers 
of Happiness Diamond Rings, and creators 
of the world's newest precious metal, Plafi- 
num Formula No. 11, is making a most unus- 
ual offer to diamond ring salesmen who are 
now earning from $15,000 to $25,000 yearly. 

As the result of unprecedented demand 
for the new line of HAPPINESS Diamond 
Rings—made exclusively of Platinum Formula 
No. 11, we have had to rearrange the ter- 
ritories of our regular salesmen. There are 
now available a few exclusive territories for 
salesmen with established followings. If you 
are earning between $15,000 and $25,000 
yearly, these earnings—and more can be 
yours—as a sales representative for the 


Irving Klampert Company. 


Please write to: 

MR. IRVING KLAMPERT (Personal) 
IRVING KLAMPERT CO. 

38 West 48th Street, New York, N. Y. 


All replies will be treated with 


the utmost confidence. 
































Keep Quiet on These Subjects! 


‘““A blow on the head is the world’s best teacher,” is ap 
old axiom taught repeatedly in the famous “School of 


| Hard Knocks.” There are a lot of other good lesgong 


coming from this and the equally famous “School of 
Experience.” Well up in the front rank of such lessons jg 
the one calling for great discretion on the point of when 
to speak or not to speak. 

And in the day-to-day selling in our retail jewelry 
stores there are a lot of subjects that are always best 
avoided and no matter what the temptation may be, sub. 
jects upon which we should always keep a most discreet 
middle course no matter how well we may know a cus. 
tomer or prospect or upon what subject the discussion 
may be pending. 

These are the subjects which, when they do arise, 
should be changed as speedily as possible and above all 
the subjects that we should never bring up in our selling 
conversations. 

For example, the subject of religion is a very sensitive 
one and should be avoided. Another topic that can lead 
to possible trouble is politics. Most Americans have 
highly positive feelings on this subject and bringing it 
up in conversation can lead to an unpleasant disagree- 
ment. 

There are many more such subjects but these are the 
ones most often quoted and which stand the greatest 
chance of leading to trouble, lost business and alienated 
friendships for our enterprise. 

When they are brought up one can well CHANGE 
THE SUBJECT and change it fast—to what?—the merits 
of something new we have to offer in our business might 
make another sale then and there! 





Free Trip to Orange Bowl Game 


Offered by Syracuse Jeweler 


Wilson’s Leading Jewelers, Syracuse, N. Y., paid trib- 
ute last year to bowl-bound Syracuse U. football team 
through the medium of a large newspaper ad on the 
sports page of a local newspaper. At the same time, the 
firm drew considerable store traffic by stating it would 
supply two free trips to Miami for the Syracuse-Alabama 
Orange Bowl game on New Year’s Day. 

Alongside a picture of the jewelry store owner, John 
D. Wilson, the ad caption read: “J.D. says—it’s on me. 
Go to the Orange Bowl as Wilson’s guests. Two free trips 
to lucky winner.” 

Extending congratulations to the Syracuse team, the 
copy stated: “It’s J.D. Wilson’s way of saying congratu- 


_ lations and good luck to a grand Syracuse football team. 
_ Always keenly and enthusiastically interested in Syracuse 


sports activities and proud of Syracuse in all of the ac- 


- complishments that make this city great, J.D. has pro- 
| vided this all-expense holiday for two lucky Orange Bowl 


fans. 

To participate, people had to visit the Wilson’s store 
and sign a registry. There was no obligation or strings 
attached. The winner was selected at a drawing in the 
store on December 15 by Ray Simmons of the Syracuse 
coaching staff. 

Hundreds of persons registered for the free tickets and 
they were brought in contact with the store’s holiday 
displays. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














































ell —_=— —- oo —S . aw 











Briefly 





BEN KATZ, GRUEN PRESIDENT, RETIRES. Benjamin S. Katz, President and Treasurer of The 
Gruen Watch Co., has announced his retirement from active duty as as officer 
and director of the company he has headed since 19355. Following an extended 
vacation, Mr. Katz will serve the company as exclusive consultant in accordance 
with a special agreement to extend for 15 years. John R. Bullock has been 
elected Chairman of the Board of Directors, and Abraham S. Braude, Vice Presi- 
dent in Charge of Sales, was elected a member of the Board of Directors. 


SUPREME COURT UPHOLDS FAIR TRADE. The nation's highest court has refused to review 
the decision of the Fifth U. S. Circuit Court of Appeals which upheld the fair 
trade laws in the case of Eli Lilly and Co. vs. Schwegmann Bros. This decision 
means, according to Maurice Mermey, director of the Bureau of Education on Fair 
Trade, "that fair trade iS once again on a firm constitutional basis in the 


United States." 


MORE NICKEL ON THE WAY. Jewelry items which depend on nickel or nickel alloys for 
their manufacture or finish can be expected to become more plentiful as a result 
of decontrol last month by both the U.S. and Canada of nickel and nickel bear- 
ing metals. Both countries said the supply now in sight is adequate enough for 
both defense and stockpiling requirements. Manufacturers can start using nickel 
again in any needed amount for production of jewelry, stainless steel, etc. 


PLAN ANNOUNCED TO MERGE 83 JEWELRY STORES. A plan for combining 85 jewelry stores 
throughout the country into a single corporation has been filed with the Secur- 
ities & Exchange Commission. Operations would be under the name of Kay Jewelry 
Stores, Inc., chartered last August under Delaware laws and with main offices 
in Washington, D.C. Cecil D. Kaufmann, head of the new firm, is also a director 
and president or vice president, in some instances, of most of the 71 corpora- 
tions now operating the 83 stores. Some 63 of the stores already go under the 


name of Kay. 


REPORT BEING READIED ON PX'S. Work is going forward on a retailers' fact sheet de- 
Signed to show members of Congress and the public the extent to which current 
merchandising activities in military post exchanges are harming the civilian 
merchants. Latest word from the American Retail Federation is that this presen- 
tation should be ready soon after the first of the year. It is likely, there- 
fore, that ARF will be prepared to present the case for the private merchant to 
Congress when the lawmakers return to Washington early in '54. 


POSTAL RULING REVERSED. Postal officials retreated last month, after long sessions 
with retailers and others, and reversed a department ruling made in August con- 
cerning indemnity for insured parcel post. Henceforth, the Post Office will 
assume full liability for the extent of "market value" at time of Shipment for 
lost or irreparably damaged goods. Under the previous interpretation, 
the liability would have been confined to "actual cost" of replacement. 


UNSOLICITED MERCHANDISE RACKET STARTS AGAIN. In recent months JC-K has learned from 
retail jewelers that they are again being sent unsolicited watch material parts. 
One New Jersey jeweler stated that though he had returned all the merchandise, 
he later received a bill. Retailers who receive unsolicited merchandise should 
contact their local Better Business Bureau. 
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McGuire Fair Trade Law 
Upheld by Supreme Court 


Retailers can expect greater willingness 
on the part of manufacturers to enter into 
fair trade agreements from here on, as 
the result of the U. S. Supreme Court’s 
re-endorsement of the principles of fair 
trade. The high court’s refusal on October 
19 to upset state fair trade laws is a clear 
victory for organized retailing. 

In rejecting a challenge to fair trade 
presented by Schwegmann Bros., New 
Orleans supermarket operators, the Su- 
preme Court has indicated its endorsement 
of the principles of the McGuire fair 
trade law and has spelt out defeat for 
the rash of anti-fair trade lawsuits that 
has broken out in the courts during the 
15 months that the McGuire law has been 
in effect. 

Manufacturers who have been reluctant 
to sign fair trade agreements with retailers 
now have clear-cut assurance that their 
suggested retail prices are legal in all 
states, except Missouri, Texas, Vermont 
and the District of Columbia. Fair trade 
again has met the highest legal test in 
the land—and has won. 





Jewelers Tax Committee 
Steps Up Activities 


The jewelry industry has launched a 
new program to further inform the Con- 
gress of its views on excise taxes, Victor 
Paul, chairman of the Retail Jewelers 
Tax Committee announced October 5. 

The program is directed toward ac- 
quainting members of the Congressional 
tax committees with the discriminatory 
impact of excises on the industry and on 
the consumer it serves. 

The committee, which is representative 
of all segments of the industry—manufac- 
turers and wholesalers as well as retailers 
—will present its views to as many of 
these Congressmen as possible before the 
next session of Congress, Mr. Paul stated. 

“The jewelry industry is convinced that 
the excise-tax-repeal objective will only be 
obtained after an intensive and continuing 
effort of indefinite duration. Its success is 
dependent upon our industry’s ability to 
present its case clearly and effectively to 
the Congressmen and ideally by jewelers 
in their local communities,” he said. 

Preston B. Bergin, former assistant to 
the president of the American Retail Fed- 
eration, has been retained as executive 
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vice chairman of the committee for the 
period necessary to complete this phase 
of its program, he announced. 


Fact Sheet on PX Abuses 
Being Readied by ARF 


Work is going forward on a retailers’ 
fact sheet designed to show Congress and 
the consumer the extent to which current 
merchandising activities in military post 
exchanges are harming the civilian mer- 
chant. 

Latest word from the American Retail 
Federation is that this presentation should 
be ready soon after the first of the year. 
It is likely, therefore, that ARF will be 
prepared to present the case for the private 
seller to Congress when the lawmakers 
return to Washington early in 1954. 

Strategy talks concerning the best method 
of obtaining congressional support for the 
retailer were expected to take place at a 
conference of ARF state association secre- 








re. 


taries in the Capital on November 2 and 3 
These officials act as an advisory committee 
on ARF policy. 

Anticipated as a prominent item on the 
conference agenda was discussion of , 
prediction by Air Force Secretary Harold 
Talbott that the military will try to get 
Congress to guarantee operation of com. 
missaries and post exchanges on a broad. 
scale basis. As retailers interpreted Tal- 
bott’s remarks, the official believes 
serviceman should be able to buy any item 
he wants in a PX, 

This attitude, in ARF eyes, indicates 
opposition to the retailers’ efforts to have 
merchandise sold in military stores con- 
fined to items of “convenience and neces. 
sity” to the man or worman in uniform. 

Talbott’s position, he told reporters, is 
that such “fringe benefits” as commissary 
and PX sales and family medical care are 
needed as incentives to keep veteran air- 
men in the service. His department, he said. 
spends $14,000 to train an airman, but each 
year losses 180,000 men whose enlistments 
expire and who do not sign up again. 





Treasury Considers Tax 
At Manufacturer's Level 
As Source for New Revenue 


Loud protests against a national sales 
tax—coming principally from retailers, but 
also from the consuming public—have con- 
vinced the Eisenhower Administration that 
this particular potato is too hot to handle 
at this time. 

Alternative, on the basis of current 
Treasury thinking, is to recommend con- 
gressional enactment of a manufacturers’ 
tax. Politically speaking, a manufacturers’ 
tax may be just as hard to “sell” to Con- 
gress as a retail tax, but informal public 
opinion polls rate a producer tax as a 
less hazardous election-year risk. 

Treasury’s decision to omit any request 
for a retail tax virtually spells the defeat 
of any consumer-levy moves within Con- 
gress. Unofficial tallies of congressional re- 
action toward a sales tax reveal largely 
adverse reaction. There are a number of 
reasons for this political attitude. First, 
1954 is an election year, and Congress is 
unwilling to annoy the votors any more 
than is absolutely necessary in an election 
year. Secondly, there is a widespread be- 
lief that the burden of a sales tax would 
fall most heavily on low-income groups. 





Thirdly, many members of Congress be- 
lieve that any opening up of new sources of 
federal revenue might deter the entire 
Executive Branch of the government from 
its commndable goal of spending less— 
not more—of the taxpayers’ money. 

It now looks as if Congress must tackle 
a job it has ducked for years—revamping 
the tax base. Reason is that government 
faces a $7 billion revenue drop next year, 
even after counting a rise of $1.3 in social 
security collections. 

Government economy drives can’t offset 
this loss, largely because of fixed costs 
such as the $6 billion interest on public 
debt. Defense expenditure won't drop 
more than $2 billion. 

Treasury officials are studying “about 
40” tax proposals, including a federal sales 
tax. But White House is wary of the sales 
tax idea. It is planning, however, to “go 
along” with proposals for taxes at manl 
facturing levels. But retail groups wont 
go along. They are gathering ammunition 
to fight the manufacturers excise, if pro- 
posed. Their basic arguments will be that 
such a tax nearly doubles by the time It 
reaches their consumers’ purses. 

Best bet, insiders now say, is for a 
new corporate rate of 50 per cent instead 
of old 47.5 per cent, also for some excise 
rates to be cut in half—but at the same 
time adding numerous items to present 
list. 
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NEMJ&SA Covers Past and Future Programs 
At 50th Annual Meeting in Providence 


As part of its golden anniversary year, 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association, at its 50th 
annual meeting in Providence Thursday 
night, October 15, reviewed past activities 
on behalf of the jewelry manufacturing in- 
dustry and pledged an enlargement of its 
program in the years ahead to enhance 
its service to its members. 

President Emil E. Fachon said the hand- 
ful of jewelers who formed the nucleus of 
the association could well be proud of its 
present size, its status in the industry 
and in the community and its service to 


the industry. 


EMIL E. 
FACHON 


Makes Annual 
President's 
Report 


Executive Secretary G. Richard Frank- 
ovich reported that membership is twice 
the size of the World War II period and 
that the industry has doubled in size 
since the 1930s. 

The number and complexity of problems 

have greatly increased in recent years due 
to the number of activities of government 
that affect business and the complexities 
of modern industry itself. 
_.He recognized an increasing need of 
such associations and said that in time if 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association is able to meet 
the problems the industry provides, the 
industry in turn will be a means of making 
the association a stronger organization. 

Election of officers resulted in the selec- 
tion of the following slate for the coming 
year: Paul Levinger, Speidel Corp., first 
vice president; Angelo DelSesto, Van Dell 
Corp., second vice president; William E. 
Smith, Irons & Russell Co., third vice presi- 
dent; G. W. McAlpine, Edward B. McAI- 
pine, secretary; and Edson W. Sawyer, 
Improved Seamless Wire Co., treasurer. 

Directors for three years: L. P. Keeler, 
Jr, Pitman & Keeler, Inc.; William A. 
Carroll, Lorac Co.; Samuel M. Stone, Jr., 
Swank, Inc.; Kenneth E. Randall, Rim 
Jewelry Mfg. Co.; Robert J. Nolan, Saart 
Bros. Co.; Albert Marcello, Imperial Pearl 
Co., Inc.; Louis Garfinkle, Ross Jewelry 
Mfg. Co., and Vita Carneglia, Clark & 
Coombs Co. 

The president will be elected at the 
Organization meeting of the directors. Mr. 
Fachon is eligible for re-election, having 
served only one year. 

In addition to explaining the associa- 
tion’s interest in the effective marketing 
of jewelry and its plans for two jewelry 
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showings a year for the wholesaler, Presi- 
dent Fachon reported that the association 
is actively studying vocational training pro- 
grams with the view to lifting the skills 
of current workers in the industry. 

“We have worked with the School De- 
partment of Providence for a long time 
now, he said. “We think that very shortly 
we will be able to announce the inaugura- 
tion of a new vocational training program.” 

Mr. Frankovich emphasized in his report 
the philosophy behind some of the activi- 
ties and programs of the association and 
of some of the plans of its directors and 
committees. 

The association, he explained, is plan- 
ning to further expand its public relations 
activities, sifting information upward to 
the government agencies or downward to 
its own members in respect to government 
regulations and the like. 

He told of a new program which will 
permit the issuance of industry bulletins 
several times during the year, filling the 
gap between the spot news type bulletins 
now issued and the annual reports. 

Featured speaker at the dinner-meeting, 
which was held in the ballroom of the 
Sheraton-Biltmore Hotel, was W. Randolph 
Burgess, deputy to the Secretary of the 
Treasury, who stressed the importance of 
a sound money policy for the United States. 

He told 250 representatives of member 
firms of the association and their guests 
that the country is now moving away from 
unsound philosophies and back to the 
American principles. 

The return to a sound money policy in 
the government will take several years, he 
explained, “especially in the face of large 
unavoidable defense requirements.” 








HELP FOR 
JEWELERS 


In recent months many jewelers 
have contacted THE JEWELERS’ 
C1rcULAR-KEYSTONE requesting that 
we compile a retail tax computing 
chart for local sales taxes. Because 
jewelers in many states are re- 
quired to collect local sales taxes as 
well as Federal excise taxes, JC-K 
recognizes the need for a com- 
prehensive tax computing chart. 

Therefore, in the December issue 
will be published a pair of charts, 
one giving the amounts of local 
1, 2 or 3 per cent tax on those 
items carrying a 20 per cent Fed- 
eral excise tax. The second chart 
will give the amounts of the local 
1, 2 or 3 per cent tax on items 
carrying a 10 per cent Federal ex- 
cise tax (items such as clocks 


under $5 and watches up to $65.) 
Look For It 


in December 














Congressional OK Seen Likely 
On Hike in Minimum Wage Rate 


A higher minimum wage rate may be 
in prospect. Plans now are to bring early 
pressure on Congress to act on legislaton 
now pending which would increase the 
present 75 cents-an-hour floor to $1.25. 

Congressmen are not expected to go for 
this 50 cents-an-hour boost. But strategy 


is to demand twice as much as could be 
reasonably expected. A good guess is that 
—with White House endorsement — the 
present minimum might be hiked by 25 
cents-an-hour. 


Completes 
50th Year 
with B. A. 
Ballou & Co. 


ROGERS T. 
STAFFORD 





Rogers T. Stafford, head of the findings 
office and a director of B. A. Ballou & 
Co., Providence, was honored October 2 
at a dinner in the Sheraton-Biltmore Hotel, 
Providence, in recognition of his comple- 
tion of 50 years of affiliation with the 
company. 

Officers, directors and other members 
of the company attended. Herbert T. Hen- 
zel was toastmaster and Frederick A. 
Ballou, Jr., presented a gift to the hon- 
ored guest on behalf of the group. 





Michaels Succeeds Butler 
As Head of Connecticut RJA 


Howard I. Michaels of New Haven was 
elected president of the Connecticut Re- 
tail Jewelers Association at the annual 
meeting of that organization held Septem- 
ber 20 at the Waverly Inn, Cheshire. He 
succeeds Charles E. Butler of New Haven. 

Other new officers elected by the 200 
jewelers attending the conclave were: 
Clifford Wilson, Norwich, Sturman F. Dy- 
son, New Britain, and Charles Brooks, 
Mystic, vice presidents; and _ Irving 
Tunick, Torrington, secretary-treasurer. 

Named to the board of directors were: 
Edmund Talbut, Wylie-on-the-Green; Rob- 
ert R. Savitt and Charles Butler, both of 
New Haven, and David Schipero, Derby. 

Highlighting the program were panel 
discussions and an address on “What the 
Jewelers Should Do About the Excise 
Tax,” by Victor Paul, chairman of the 
Retail Jewelers Tax Committee. Mr. Paul 
told convention delegates that the excise 
tax was a discriminatory levy which was 
originally imposed during World War II 
to cut down on consumer buying and has 
now lived long past its usefulness. 

An interesting talk on “How to Create 
Impulse Sales” was delivered by Jules 
Hochman, vice president in charge of 
sales for the Flex-Let Corporation. 
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Latest Jewelry and Apparel Fashions 


Viewed by Over 400 at Providence Show 


The importance of new jewelry designs 
in the total fashion picture was dramati- 
cally illustrated in a fashion show held 
under the auspices of the New England 
Manufacturing Jewelers & Silversmiths As- 
sociation and staged with the cooperation 
of the Jewelry Industry Council. The show, 
attended by more than 400 manufacturers 
and their wives and held in Providence 
on October 13, was coordinated and pre- 
sented by Miss Martha Percilla, fashion 
director of the Council. 

Highlighted in the show was the bright, 





bold accent of jewelry complementing the 
simplicity of new dress, suit and gown 
designs. In her analysis of Parisian jewelry 
trends, Miss Percilla pointed out that 
mobility and flexibility are two principles 
currently being developed. “Large drop 
diamonds tremble like heavy fruit on clips 
made up of many small leaves, each mo- 
bile,” she reported, adding that “‘jewel-bear- 
ing stamens in the center of flower clips 
are of supple gold or platinum wire so 
that they tremble, which of course increases 
the scintillation of any faceted stone.” 






Flexibility and mobility characterize 
fashion jewelry as well as fine jewelry, Miss 
Percilla pointed out, in such designs as 
rhinestone flower clips with a large mobile 
central stone. “Flowers and leaves of gold 
wire edged in diamonds are imitated in 
gold metal and rhinestones and made into 
clips, earrings and necklaces,” she said, 
as in one clip which is a cluster of rhine. 
stone beads, each tipped with a mobile 
colored stone.” 





Following her analysis of Paris fashion 
trends, Miss Percilla demonstrated with 
models the latest men’s and women’s 
casual, business, leisure and home fash. 
ions. In each case, she _ illustrated the 
various adaptations to which jewelry could 
be put on each of the costumes. 














































Also participating in the fashion show 
was G. Howard Hodge, millinery designer 
of New York, who presented a group of 
hats with coordinated accessories. 

















this strik ingly beautiful 
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MARTHA PERCILLA 


Fashion 
Director, 
Jewelry 
Industry 
Council 


Coordinates 
and presents 
fashion show 


Wiel 





Although conceived and organized for the 
benefit of manufacturers of jewelry in 
Providence and Attleboro, the two spon- 
soring associations did not overlook the 
fact that the show itself had news in it 
which would interest the public. 


It was with this opportunity in mind 
that a half-hour version of the fashion show 
appeared at 9:00 P. M. of the same day, 
October 13, over Providence station WJAR- 
TV, highlighting jewelry and wardrobe 
fashions for home television viewers. Em- 
phasizing fashion jewelry as an important 
accent to new fall and winter costumes 
and using the same live talent that ap- 
peared at the fashion clinic for manufac- 
turers, this television show presented and 
commented on the desirability of owning 
particular pieces of jewelry that are on 


on help you merchandise your LINDE* STAR jewelry sale in retail stores throughout the coun- 
manufactured by these leading jewelry makers: - 
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NEW YORK CITY Kritzer, Stern & Gritzer CHICAGO, ILLINOIS Grof Mfg. Co. Kreisler Representatives 

Bridal Ring Co. Samuel Platzer Co. Hirsch & Oppenheimer The Victor Corp. Two geen Pp 

Coronet Jewelry Mfg. K. Polishook & Son J. Milhening Inc. Head Michigan Sales Groups 
Co. Rothman Schneider Wendell & Co. PENNSYLVANIA cae 

EF ae — S. & M. Jewelry Co. INDIANA Byard F. Brogan Two Michigan salesmen of the Jacques 
ewelry Co. David Sarkin Inc. Helm & Hahn Co. : ale nufac- 

Fidelman-Danziger Stern & Stern Inc. Goodman & Co. meotner wearer ene sare nal d 

Goldstein-Gerson Co. Untermeyer, Robbins MINNESOTA NEW JERSEY turer of men’s and women’s watchbands 

B. & E. J. Gross Co. & Co. Nicghene & Renich Acme Ring Mfg. Co. and men’s jewelry, have been elected 

Harry Guise Church & Co. 


Ostbye & Anderson 


OHIO 
Fratianne Mfg. Co. 


presidents of sales organizations. 

Mel Gunst was chosen head of the 
Wolverine Travelers at a meeting of that 
organization held recently in conjunction 
with the annual convention of the Mich- 
igan Retail Jewelers Association in Tra- 
verse City. 


BUFFALO, N. Y. 
The Bock-Lewis Co. 
M. A. Reich 


Ide Jewelry Co. 
Kahn & Company 
Morris Kaplan & Sons 


F. & F. Felger, Inc. 
Jabel Ring Mfg. Co. 
Jones & Woodland Co. 


SEND FOR YOUR FREE “LINDE STAR” DISPLAY PIECE NOW! 


CHARLES F. WINSON  psrreuror 


Telephone COlumbus 5-2656 580 Fifth Avenue, New York 19, N. Y. 


*The term “Linde” is a registered trade mark of Union Carbide & Carbon Corporation—a synthetic gem. 


Murray Greenbaum, who for the past 
year has served as vice president, was 
elected president of the Detroit Traveling 
Men. 
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Members of lowa RJA 
Re-elect All Officers 


Wiluam Josepn ot Joseph’s Jewelers, 
Des Moines, was re-elected president ol 
the lowa setail Jewelers Association at 
the annual state convention in Des Moines 
September 97 and 28. Mark Svacina of 
Hoffman Jewelers, Marshalltown, will con- 
tinue as vice president and Gordon O’Con- 
nor of Boe Jewelers, Mason City, was 
re-elected secretary-treasurer. The three 
directors whose terms expired this year 
were also re-elected: Robert Prastka of 
Prastka Jewelers, Cedar Rapids; Howard 
Kelly, Kelly Jeweler, Denison; and Ray 
Nieman, Nieman Jeweler, Marcus. 

At a joint luncheon meeting with the 
Horological Association of lowa on Sep- 
tember 27, the speaker was Charles M. 
Issac, New York, N. Y., executive vice- 
president of the American National Retail 
Jewelers Association. The Monday meeting 
featured E. A. Lee, Chicago, IIl., specialist 
in displays and merchandise presentation, 
and vice-president of W. L. Stensgaard 
and Associates, Inc. 

While business sessions were being held 
by the male members at Hotel Fort Des 
Moines, the ladies attended a tea at which 
delicately cut and vari-colored diamonds 
were exhibited by members of the C. A. 
Kiger Co., Kansas City, Mo. I. J. Siegfried 
showed green, greenish brown, steel blue, 
deep blue, canary, golden canary, orange, 
red and pink diamonds during his talk. 


—— - —_—___ 


Gruen Watchmaking Institute 
Moves to Larger Quarters 





George T. Gruen (right), director of the 
Gruen Watchmaking Institute, and Fred A. 
Ebel (left), instructor, observe the watch- 
making skill of Leo Langevin, student at the 
Institute's new, enlarged quarters at the 
Gruen "Time Hill" building in Cincinnati. 
The school recently moved from the Gruen 
plant in Norwood, Ohio. 


Seiler Purchases Hoover Store 


Walter R. Seiler, former watchmaker 
for Prastka Jewelers in Cedar Rapids, 
Iowa, has purchased the W. H. Hoover 
Jewelry store in Mt. Vernon, Iowa. Mr. 
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Hoover died September 13 after marking October meeting of the association’s di- 
his 58th year in business in Mt. Vernon. rectors. 

Well known in the jewelry industry, 
he has been a key figure in the develop- 
ment of the wholesale jewelry market 
week program. 





Elected Post Office Reverses Ruling 
po On Parcel Post Indemnity 


Postal officials retreated last month, after 
long sessions with retailers and others, and 
reversed a department ruling made in 
August concerning indemnity for insured 
parcel post. Henceforth, Post Office De- 
partment will assume full liability to the 
extent of “market value” at time of ship- 

Joseph Lavan of the Superb Case Mfg. ment for lost or irreparably damaged 
Co., Providence, was elected to the vice goods. Under the previous interpretation, 
presidency of the Manufacturing Jewelers the liability would have been confined to 
Sales Association, Inc., Providence, at the “actual cost” of replacement. 


JOSEPH LAVAN 
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Good Future of Cultured Pearl Industry 
Seen to Require Tight Japanese Control 


this to be the only effective means of 
raising the standards of the industry. 
Heller explained the situation as fol- 
lows: “There are a great many foreign 
monied interests in Japan who take pearls 
out of Japan to America, selling them 
at prices as low as or lower than prices 
prevailing in Japan in order to gain ‘hard’ 
American dollars. Then, converting the 
dollars into American, luxury items, they 
resell these on the anese market at 
tremendous profit. This, of course, injures 
the pearl grower and dealer in Japan, 


A strong Japanese export law regulat- 
ing the trade of cultured pearls was advo- 
cated at a recent interview by Ernest 
Heller, president of Heller-Deltah Co. 
The purpose of such government control 
would be to place a needed check rein on 
the cultured pearl speculator, and to regu- 
late inferior goods. 

At recent meetings in Japan, a plan 
was suggested whereby the government 
itself would buy up the entire pearl crop. 
Heller, who recently returned from 
Japan’s cultured pearl centers, believes 
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who try to maintain a modest profit but 
cannot compete against the speculators, 
as they do not import American goods for 
resale.” This practice has been continuing 
since the war. 

As cultured pearls have proved to be 
of steady value since the war, these specu- 
lators find them a good medium of ex. 
change. They are moreover in the nature 
of a “blind” product, whose quality can. 
not be determined quickly. Since most 
goods for export go through quick inspec. 
tion, cultured pearls, even if inferior, haye 
the advantage of going through in large 
numbers. Inasmuch as the speculators are 
thus using the cultured pearl industry for 
their own ends, Heller said they are, jn 
effect, parasites on the industry. 

As far as a situation on lower prices 
and a larger cultured pearl crop is con. 
cerned, Heller admitted that he is ap. 
ticipating it by three or four years be. 
cause of smaller crops since the war. He 
is thinking of a strong law to safeguard 
the future of the cultured pearl industry 
in the years to come, when bountiful crops 
could lower prices. 

In connection with the recent typhoon, 
Heller said, “It was disastrous in more 
ways than one—in addition to spoiling 
the crop for the next two years, it also 
succeeds in killing interest in a strong 
export law. It is hard to convince short- 
sighted business men of an impending 
market drop when they see an immediate 
20 per cent increase in pearl prices, and 
a seller’s market for the next two years.” 

Heller said the present law is only a 
“token” law, and of little actual value. 
He said that just before the recent ty- 
phoon swept away one-fifth of the coming 
nearl crop, Japanese pearl industrialists 
were seriously considering revamping the 
year old export law. 





Tissot Watch Executive 
Visits U. S. Distributor 


Louis G. Weibel, commercial manager 
of the Tissot watch factory in Switzerland, 
arrived in the United States during Sep- 
tember to visit the Holzer Watch Co., sole 
distributor of Tissot watches in the U. S. 
The main purpose of his visit was to assist 
the Holzer company in the celebration of 
Tissot’s 100th anniversary. 


LOUIS G. 
WEIBEL 


Commercial 
gr. oO 
Tissot Watch 
Factory, 


Le Locle, 
Switzerland 





The Tissot executive expressed complete 
satisfaction with the continuing growth of 
Tissot watch sales in the United States 
during recent years. Mr. Weibel noted 
that Tissot watches are being advertised 
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more frequently in national publications, 
such as Life, Holiday, Esquire, etc. 

As in the past, Tissot is bringing out 
new watch models. Mr. Weibel expressed 
hope in the future of the company’s self- 
winding timepieces. 





Elgin Announces Appointment 
Of Regional Sales Heads 


Appointment of three men to executive 
positions in the marketing division of 
Elgin National Watch Co. was announced 
recently by T. O. Wright, Jr., general 
sales manager. 

The changes involve Franklin M. Rog- 
ers, formerly manager of the west-central 
sales division, who has been appointed 
manager of the eastern division; Charles 
C. Haven, formerly in charge of presen- 
tation watch sales, who will replace Rog- 
ers as manager of the west-central divi- 
sion, and A. D. Masters, formerly dis- 
trict sales representative in Los Angeles, 
who has been named manager of the 
western division. 


_— 
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FRANKLIN M. 


CHARLES C. 

ROGERS HAVEN 
Mgr. of Mgr. of 

Eastern West-Central 
Division Division 
ALFRED D. 

MASTERS 

Mor. of 

Western 

Division 


Rogers, who joined the company in 
July, 1952, will make his headquarters 
in New York City. Haven, who will head- 
quarter in Kansas City, came to Elgin in 
February, 1951, as a suprevisor of presen- 
tation watch sales. Masters has been with 
Elgin since 1947 when he became the 
company’s representative in Hawaii. His 
west coast headquarters will be in Los 
Angeles, 





Obist Buys Elgin Jewelers 


| Vern E. Obist, for many years in the 
Jewelry manufacturing business at 448 S. 
Hill St., has purchased Elgin Jewelers at 
991144 Santa Monica Blvd., Hollywood. 
Name of the new store will be Ray-Vern 
Jer alers, 
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lowa Watchmakers Association 
Elects Roth as President 


At the state convention of the Horo- 
logical Association of lowa, held Septem- 
ber 27 and 28 in Des Moines, the watch- 
makers named Milton E. Roth of Roth 
Jewelers, Waterloo, president; George 
Shanklin, Shanklin Jewelers, Burlington, 
vice-president; and Hoyt D. Snyder, Snyder 
Jewelers, Humeston,  secretary-treasurer. 
Directors elected were E. T. Mitten, E. T. 
Mitten Jeweler, Burlington, and Duane 
Harris, Kirkberg Jewelers, Fort Dodge. 
William L. Braklow, Braklow Jewelers, 
Des Moines, retiring president, was auto- 
matically named national trustee. 

Speakers at the horological conclave 








were R. W. Slaugh, head watchmaker of 
the Hamilton Watch Co., Lancaster, Pa., 
and Granville A. Webb, of the Elgin 
National Watch Co., Elgin, Il. 





Small Shippers Seek Return of 
Former Parcel Post Maximums 


Pressure is building up to have Con- 
gress restore parcel post weights and sizes 
to former maximums. This legislation was 
introduced last year, but the bill got no 
further than the House Post Office Com- 
mittee. 

Latest word from the committee is that 
hearings are thus far not in _ prospect. 
But retail associations are getting set to 
pry the bill loose. Support is building up 
among small shippers. 
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Goldstone Reports 20% 
Rise in Pearl Prices 
Due to Typhoon Damage 


Prices of cultured pearls have advanced 
20 per cent as a result of damage to culti- 
vation beds by the recent Japanese ty- 
phoon, according to Dave Goldstone, vice- 
president of Imperial Pearl Syndicate. 

In an effort to ascertain the extent of 
damage to the pearl beds, Mr. Goldstone 
stated that Imperial maintained daily con- 





tact with Japanese pearl growers after the 
typhoon struck. A pearl farm in which 
tne firm has an interest reported that dam- 
age to its pearl beds was somewhere in 
the region of 50 to 60 per cent. 

All pearl growers were pretty hard hit, 
Mr. Goldstone said, and he estimated that 
60 per cent of the cultured pearl crop 
that would be harvested this December 
and January was demolished. He antici- 
pates additional price increases as high 
as 40 per cent on finer merchandise. 

Mr. Goldstone expressed the hope that 
the major portion of the pearls destroyed 
by the typhoon were of inferior qual- 
ity, such as the merchandise which is cur- 
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rently being offered on the Japanese mar. 
ket. He blamed the lack of available 
quality merchandise for the sharp drop in 
American cultured pearl imports during 
the month of August. In the Main, he 
declared, exporters have been shipping jp. 
ferior grades to the United States, 

Mr. Goldstone also expressed a hope 
for stricter enforcement of the Japanese 
law regulating the export of inferior 
pearls. Laxity in enforcing this law has 
resulted in the entry into the United States 
of low-grade cultured pearls that are ad. 
vertised at the retail level for extremely 
low prices. 

As a leader in the cultured pearl field, 
Mr. Goldstone stated that Imperial has 
always deplored advertising which sug. 
gests the purchase of cultured pearl 
jewelry on the basis of its low price. He 
declared that the firm has always con. 
tended that advertising should stress the 
purchase of quality cultured pearl jewelry 
as a gift of lasting beauty that can be 
passed from generation to generation as 
:. family heirloom. 


New York Stone Importer 
Purchases Huge Star Sapphire 














The "Star of Lanka," a lustrous blue star 
sapphire or rare size and quality, was pur- 
chased recently by Allan Caplan, importer 
of precious and semi-precious stones at 
2 W. 46th St., New York. The stone, im- 
ported from Ceylon, weighs 194 carats. It 
originally weighed over 600 carats in the 
rough. 





John Shaw is Guest Speaker 
At Detroit Jewelers’ Meeting 


“How to Increase Silver Flatware Sales” 
was the title of an interesting address 
delivered recently by John D. Shaw, sales 
manager of the 1847 Rogers Division of 
International Silver Co., before members 
of the Greater Detroit Jewelers Associa 
tion. The dinner-meeting, held October 6 
at The Belmont, drew a sizable turnout. 

The board of directors of the association 
and sales representatives of jewelry manu- 
facturers and distributors held separate 
meetings an hour before the evening's 
festivities got underway. 

Tickets for the association’s dinner 
dance, which will be held December 6, 
were on sale at the meeting. Advance sales 
indicate that a capacity crowd will attend 
the event and participate in the entertain- 
ing program that is planned. 
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4 Nathan Newman, New York jeweler 
with headquarters at 20 W. 47th St., was 
recently appointed to the President’s Com- 
mittee for Employment of the Handi- 
capped. “Nat,” as he is known to friends 
and business associates, was formerly 
president of Silbermann, Kohn & Wallen- 
stein. He has worked long and diligently 
in behalf of obtaining employment for 
disabled and blinded war veterans. Just 
recently he attended a two-day meeting 
of the President’s Committee in Wash- 
ington, D. C. 

4 The Keystone Watch Case Division of 
the Riverside Metal Co., moved its New 
York office recently to Room 1806, 347 
Madison Ave. Lawrence W. Sparks, man- 
ager of watch case sales, will make his 
field headquarters at this new location and 
will continue to be available at the factory 
in Riverside, N. J. 

q J. Feinberg of A. & J. Feinberg, dia- 
mond importers at 62 W. 47th St., New 
York, left October 9 to visit the diamond 
markets of Israel, Antwerp and Amster- 
dam. 

q “Meeting Diamond Sales Competition” 
was the subject of an interesting address 
delivered by Bert Krashes, instructor of 
the Gemological Institute of America, at 
the October 6 meeting of the Greater New 
York GIA Study Group. Highlight of the 
meeting, which was held at the Hotel 
Roosevelt, was the showing of “A _ Dia- 
mond Is Forever,” a new color and sound 
diamond promotional film. 


q Louis Krussman of Trifari, Krussman 
& Fishel, Inc., has accepted the chairman- 
ship of the jewelry division in the cam- 
paign of the Travelers Aid Society of New 
York to raise $364,000. For nearly 50 
years the Society has been the friend of 
all troubled wayfarers, maintaining a staff 
of trained social workers in the city’s 





\ NEWYORK 


major terminals and aboard every incom- 
ing passenger ship. 

q Friends ana business acquaintances of 
Jacob Mehrlust, prominent New York 
jeweler, will be pleased to know that he 
has recovered from his recent illness. Mr. 
Mehrlust, a manufacturing jeweler, main- 
tains offices at 6 W. 48th St. 

¢ John J. Courtney & Co., wholesale jewel- 
ers at 452 Fifth Ave., New York, moved 
“upstairs” recently to new and_ larger 
quarters at the same address. 

q The executive, general and sales offices 
of the Benrus Watch Co., now located at 
200 Hudson St., New York, will be moved 
in January into the new Hippodrome 
building at 55 W. 43rd St. The company 
has leased the entire fourth floor of the 
new building. 

q Back in the jewelry industry after a 
brief absence is William B. Ogush, who 
with David L. Schneider recently opened 
the Diamond Watch Corporation at 608 
Fifth Ave. The new concern manufactures 
specially-designed platinum, gold and 


WILLIAM B. 
OGUSH 





diamond watch cases. Both men are well- 
known in the trade through their previous 
affiliation with the firm of William B. 
Ogush, Inc., one of the leading watch case 
manufacturers in the country, which was 


sold by Mr. Ogush in 1951. 








Silverware Division of UJA 
Honors Nathan at Annual Fete 


With a crowd in attendance that far sur- 
passed expectations, the annual dinner of 
the Silverware, Metalware and Allied 
Trades Division of the United Jewish Ap- 
peal, held recently at New York’s Hotel 
Pierre, turned in $80,000 for the UJA 
agencies of rescue, relief, rehabilitation 
and resettlement. 

Guest of honor at the affair was Ber- 
nard F, Nathan (Nathan & Nathan) who 
was presented with a hand-engrossed and 
illuminated plaque. 

‘Singled out for thanks during the eve- 
ning’s festivities were honorary chairmen 
and honorary co-chairmen of the division 
who did so much to make the industry’s 
UJA drive a success. Among the former, 
thanks were extended to Charles W. En- 
gelhard and William Wagnitz, both of 
Engelhard Industries, and G. H. Niemeyer 
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and Judson C. Travis, both of Handy & 
Harman. The honorary co-chairmen praised 
were Irving Cooper, Elgin Silversmiths 
Co.; Louis Farber, Farber Bros., and Alex- 
ander Karsh, Keystone Silver, Inc. 





Flint's Jewelers of Utica 
Open New Branch Store 


Flint’s Jewelers opened a new _ store 
September 24 in the Whitestown Shop- 
ping Plaza, Whitesboro, N. Y. Mrs. 
Josephine Flint said the new unit has 
even more complete lines than those car- 
ried by the main store at 246 Genesee St., 
Utica. 

Manager of the new store is Carl De 
Cesare. It carries a full line of diamonds, 
watches, jewelry and silverware, as well 
as giftwares. 

Flint’s has been in business in Utica 
for nine years. 
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Obituaries 





Edward B. Bedford, 59, manager of 
publicity for Oneida Ltd., died October 
13 in Bellevue Hospital, New York City. 
He was injured critically October 7 when 
he was struck by a truck on a New York 


EDWARD B. 
BEDFORD 


street. Before he was appointed publicity 
manager in 1947, Mr. Bedford worked for 
25 years on Oneida’s advertising and mar- 
keting problems. Surviving are his widow 
and two children. 

Harold Berg, prominent jeweler of 
Storm Lake, Iowa, died suddenly August 
31 at Council Bluffs. Mr. Berg had been 
very active in civic affairs at Storm Lake. 
Survivors include his widow and parents. 


Wm. H. Hoover, 82, who for the past 
58 years had operated a jewelry store at 
Mount Vernon, Iowa, died September 13 
after a three-week illness. He is survived 
by his widow. 

Abram W. Racoosin, 59, a sales repre- 
sentative for the Bulova Watch Co. since 
1921, died October 2 in the Leonard Hos- 
pital, Troy, N. Y., which he had entered 
ten days earlier suffering from a cardiac 
ailment. He was a member of the board 
of directors of the United Jewish Appeal 
of Greater New York. Surviving are his 
widow, a daughter, a son, a brother and 
two sisters. 

Thomas C. Richter, 83, retired jeweler 
of Gainesville, Texas, died October 7 in 
a Fort Worth Hospital after a long illness. 
After being employed in two Gainesville 
jewelry stores for many years, Mr. Richter 
operated his own store until ill health 
forced his retirement. 


Lee Turner, former publisher of The 
Jewelers’ News Letter, died October 5 in 
Miami, Fla., of leukemia. Mr. Turner, who 
had resided in South Miami during the 
last year, made his home for several years 
previously in Scarsdale, N. Y. Until 1943 
he lived in Indianapolis, where he was 
Eastern representative of the National 
Retail Furniture Association. In addition 
to his widow, he is survived by two daugh- 
ters, a brother, a sister and two grand- 
daughters. 

Charles Walther, 95, who had been a 
jeweler with various Cincinnati manufac- 
turing firms for 75 years prior to his 
retirement in 1948, died September 4. His 
last employment was with Heileman & 
Roth. Survivors include two sons, a 
daughter, three grandchildren and three 
great grandchildren. 





I. Stern, Newark Jeweler, 
Marks 50th Year in Trade 


Isidor Stern, 73-year-old Newark jeweler 
celebrated his 50th year in the jewelry 
industry last month. Still active jp busi- 
ness, Mr. Stern is a partner in the Stern 
Mfg. Co., manufacturers of stone Tings in 


Newark, N. J. 


His business career began in October 
1903, when he left a job as a diamond 
setter to open a stone setting and ep. 
graving shop in New York City with Pete; 
Ware. Mr. Ware later withdrew from the 
partnership because of ill health. 


In 1905, Mr. Stern and his brother, 
Henry, formed the firm of Stern Bros. 
which, at that time, sold directly to the 
retailer. The firm name was changed to 
Stern and Stern in 1914 and the company 
began selling through wholesalers, The 
brothers parted in 1920, and in that year 
Isidor opened his own shop in Newark, 
N. J. Today, he’s associated in business 
with his wife, Anna, and son, Mike. 





Jewelers Guild Organized 
In Southwestern Wisconsin 


A district guild of the Wisconsin Retail 
Jewelers Association was formed October 5 
at a meeting held in Fennimore by retail 
jewelers from southwestern Wisconsin. 

A. D. Weber, Weber Brothers, Lancaster, 
was elected temporary chairman and R. J. 
Tiedemann, Platteville, was elected secre- 
tary. Speakers at the meeting included 
Harry Blum, Madison, vice president of 
the Wisconsin RJA, and B. W. Heald, 


Milwaukee, secretary. 





Pittsburgh News 








4D. H. De Nardo & Co., 837 Braddock 
Ave., Braddock, Pa., awarded a free trip 
to Italy and three other prizes to winners 
of a radio contest held jointly by them 
and a Philadelphia importing firm. The 
contest ran from September, 1952, to 
October 1, 1953, and was programmed 
over radio station WHOD at 1 P. M. daily, 
Monday through Saturday. Last three 
prizes in the contest were a 17-inch tele: 
vision set, a lady’s diamond watch, and 
a silverware service for eight. 

4 The Green Jewelry Co., 6233 Penn Ave., 
East Liberty, Pittsburgh, has remodeled 
its jewelry display room and installed 4 
new appliance showroom. 

q Shoal P. Berer, jeweler of Verona, Pa., 
reports that not too long ago a man tele- 
phoned A. D. McClain, a jeweler of 
Memphis, Tenn., and was invited to the 
store to look at the styles in diamond 
engagement and wedding ring sets. The 
man on the telephone accepted the invita 
tion, then asked a favor. When McClain 
offered to help, the stranger said, “Well, | 
haven’t asked my girl to marry me yet and 
I was wondering if you’d call her and ask 
her if she’d accept the ring from me?” 
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SYRACUSE RJA HONORS SWISS WATCHMAKERS 
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Walter C. Breh, second from right, president of the Syracuse Retail Jewelers Association, 

presents a plaque to the Watchmakers of Switzerland "in appreciation of . . . assistance in 

Know-Your-Jeweler Week. Accepting the plaque for the Swiss organization is Jean-Pierre 

Luther of Bienne, Switzerland. Others at the presentation were, left to right: Walter C. 

Lemp; Thomas O. Murfitt, vice president of the New York State Retail Jewelers Association; 

John McManemin, field merchandising coordinator for the Watchmakers of Switzerland, 
and Gene Murfitt, secretary of the Syracuse RJA. 
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Hearing on Synthetic Stones H. W. Boynton Celebrates 
Scheduled by Tariff Commission | 50th Year with Handy & Harman 

Evidence indicating whether importa- Handy & Harman, refiners and _ fabri- 
tion of synthetic star sapphires and rubies cators of precious metals, paid tribute to 
constitutes unfair competition with U. S. their vice-president and treasurer, Howard 
business will be heard by the U. S. Tariff W. Boynton, October 19, on the occasion 
Commission beginning December 8. of his 50th anniversary with the company. 

In August, the commission received a At a company dinner at the Waldorf- 
complaint from Linde Air Products Co., Astoria Hotel, attended by 110 of his asso- 
a division ge sy Rea m and — ciates, J. C. Travis, president of Handy & 
os New re ; at imports . ‘ i Harman, presented Mr. Boynton with a 
synthetic stones violate its patent rights. 14-karat gold tray inscribed with appro- 
The company asked the agency to prevent j , ; 

priate sentiments for his long service to 
the entry of further shipments of these 
Handy & Harman. 


products. 

Tariff Commission made a preliminary 
study of the Linde request before order- 
ing the December hearing. All interested 
parties are to be given an opportunity to 


state their cases. HOWARD W. 
BOYNTON 
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,. FREE S am le S in 1903 he was a 13-year-old office boy. 
ocear, p Before he was 30, he was appointed assis- 
. tant manager of the New York plant. He 
S.j].Surnamer co. then rose to credit manager, secretary- 
7 ’ treasurer, and in 1950 he was elected vice- 
370 7th Ave., N.Y. L, N.Y. president. He is also a member of Handy 
& Harman’s board of directors and execu- 
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The Emco Silvercase || tive committee. 
lined with famous Pacific Silver Cloth guaran- Toastmaster at the dinner was G. H. 
teed tarnish proof to hold 56 pcs flatware to . . . 
retail at the remarkably low price of $3.95. Niemeyer, director and chairman of the 
Send for leaflet and details-newspaper mats executive committee of Handy & Harman. 
FUREK af no charge Principal speakers were Cortlandt W. 

A MFG. CO., INC., Dept. A, Taunton, Mass. Handy, chairman of the board, and Robert 

Since 1926 H. Leach, director. 
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FRANCHISE 
* AVAILABLE 








J f you are a better store 


with a clientele that 


appreciates finer things 


... then 


you will be 


interested to learn more 


about our unusual 





WITH NO INVESTMENT 


Here’s your chance 


to get New Business from 
old customers and New 


Customers 


for your store. 


Here’s how! 


Write to us for our com- 
plete plan. We will show 
you how to get orders for 
Genuine Steel Engraved 


Wedding 


Invitations and 


Social Stationery. Our 
work is superfine quality, 
exclusively. No finer in 


the field. 


nto = 
WILL 


CChER 








414 North 
Twelfth St- 
St-Louis,|| Mo 


aac 








Be the first in your 
City.. write at once 
for our complete 


plan. 


SINCE 1913 
STEEL ENGRAVED 


& Co: SOCIAL AND BUSINESS 


STATIONERY 





*Available to Leading 
Jewelers who have the 
franchise for outstand- 
ing silver patterns. 
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REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 








from 
Coast 
to 
Coast 
(Before) (After) 
Highest 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 











Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 
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“The Mouse of Friendly Serwice” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 


FREE counter sates s0ox 
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The International Committee of the American Gem Society, beginning from the left front 
row and reading clockwise: William Preston, Burlington, Vt.; Milton Gravender, Minneapolis, 
Minn.; Herman D. Page, Portsmouth, N. H.; Floyd D. Denman, Stuttgart, Ark.; Harry R. 
Gerber, White Plains, N. Y.; Lester W. Moon, Tallahassee, Fla.; George A. Arbogast, 
Chicago, Ill.; George J. Sloan, Tulsa, Okla.; Oscar Kind, Jr., president of the American Gem 
Society, Philadelphia, Pa.; Alfred L. Woodill, executive director of the Society, Los Angeles, 
Calif.; Stanley E. Church, Newark, N. J.; Kenneth G. Mappin, Montreal, Quebec; Howard 
E. Hawk, Columbus, Ohio; William P. Kendrick, Louisville, Ky.; Arthur W. Muller, New York, 
William Collison, Philadelphia, Pa. 


The International Committee of the 
American Gem Society, which met in 
August at the Waldorf Astoria Hotel in 
New York City, reports one of the most 
successful and constructive meetings in 
its history. 

The Committee heard and approved an 
informal report on the Society’s present 
fiscal standing. Both the Board of Direc- 
tors and the International Committee 
agreed that the 1954 dues schedule shall 
follow the pattern of the 1953 schedule. 
Also, a report was made on the implemen- 
tation of the new policy establishing asso- 
ciate firm membership. This is now in 
operation, and special invitations have 
been sent out to a selected list of prospects. 

The Committee reviewed the jewelry 
industry’s current proposed trade practice 
rules for the diamond industry, but no 
precise decision was made. A'so a report 
was made to the Committee on the diamond 





magnascope. The Society hopes to have the 
first instruments ready to offer members 
by December. 

Among other matters discussed by the 
Committee were: the success of the story 
on gemology in a recent issue of The 
Saturday Evening Post; the Society’s 
forthcoming fall-winter advertising cam- 
paign in the national magazine, Seventeen; 
the new series of advertising mats made 
available to its titleholders by the American 
Gem Society, and other related industry 
matters. 

Regarding the new associate firm mem- 
bership, Oscar Kind, Jr., C.G., president 
of AGS, had this to say: “The Associate 
Firm membership makes it possible for 
those firms interested in the Society’s aims, 
but not yet ready to take the educational 
hurdles leading to the titles, to affiliate 
themselves with the American Gem So- 
ciety and reap its benefits and advantages.” 





Veteran J. R. Wood Employee 
Retires After 54 Years Service 


Charles Walker, in charge of dealer 
service for J. R. Wood & Sons, was 
guest of honor October 1 at a testi- 


CHARLES 
WALKER 


Honored at 
Testimonial 
Commemorating 
His Retirement 





monial dinner commemorating his retire- 
ment after 54 years of service with the 
diamond engagement and wedding ring 
firm. 





Mr. Walker, who became acquainted 
with thousands of jewelers through cor- 
respondence over the years, was awarded 
a set of gold cuff links and _ tie-clasp 
from company executives and a _ cash 
sift from the firm. 











Quality 


RHINESTONE 
JEWELRY 


Direct to you from the Manufacturer 


Fantary of Jewels 








18-20 W. 3ist St., New York I, N. Y. 














JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scrateh and Cellulold Tags—Wrap Papers 
Stoek Books, Memo—Order and Sales Books 

A isal Books—Show Cards—Price Tickets 
Diamond Guarantees redit Forms 
Complete Printed Supplies for the Trade 


Write for Samples 
DAUER PRINTING CO. 


37 E. 21st St.,. New York 10, N. Y. AL 4-2175 
Visit Our Large Show Room of Supplies 
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Executive Appointments 





Appointed 
Production 
Chief of 
Ronson 


VIRGIL C. 
RICE 





Louis V. Aronson II, president of Ronson 
Art Metal Works, Inc., announced early 
last month the appointment of Virgil C. 
Rice of South Bend, Ind., as vice president 
in charge of manufacturing. 

Mr. Rice was formerly director of manu- 
facturing of the Bendix Home Appliances 
Division and the American Kitchens Divi- 
sion of Avco Manufacturing Corp. 


Named 
Sales Mor. 
of Jewelers 
Acceptance 
Corp. 


ROBERT A. 
KNIGHT 





Beardsley Ruml, president of the Jewelers 
Acceptance Corporation, 608 Fifth Ave., 
New York, announced recently the appoint- 
ment of Robert A. Knight as sales manager 
for the financial concern. 

Mr. Knight was formerly executive direc- 
tor of the Jewelry Research Foundation, 
Inc. He has been associated with the 
Jewelers’ Acceptance Corporation since his 
return from Korea a year ago, where he 
served as a captain in the Army Signal 
Corps. 

The Jewelers’ Acceptance Corporation, 
a New York State Banking Corporation, 
provides a nation-wide financial service to 

















Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
























HIGH QU ALITY |“ 
SCREW DRIVERS 
PIN VISES. ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 
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retailers and suppliers in the jewelry in- 
dustry. 


Named Moar. 
of Benrus' 
Material 

Sales Division 


ROBERT M. 
CARLIN 





The appointment of Robert M. Carlin 
as manager of the Benrus Material Sales 
Division was announced recently by the 
Benrus Watch Co. 

Mr. Carlin has been active in the watch 
material industry for many years. His new 
position with Benrus will include the cre- 
ation of an efficient system for the dis- 
tribution of genuine Benrus watch ma- 
terial. 





Dieges & Clust Directors 
Name Two to Executive Posts 


At their annual meeting on September 
18, the board of directors of Dieges & 
Clust, manufacturers of fraternal and edu- 
cational jewelry, elected the following 
officers for the ensuing year: Robert T. 
Dieges, president; A. O. Packer, execu- 
tive vice president and chairman of the 
board; Robert G. Packer, vice president 
and general manager; F. D. Stetson, vice 
president, and Richard W. Packer, as- 
sistant to the president. 





RICHARD W. ROBERT G. 
PACKER PACKER 
Appointed Named V., P. 
Ass't. to and General 
the President Manager 


Robert G. Packer, a graduate of Lafay- 
ette College, served overseas in World 
War II as a Captain in the 83rd In- 
fantry Division. 

Richard W. Packer is a graduate of 
Holy Cross and Fordham Law School. 
He served overseas in World War II as 
a lieutenant with the 104th Infantry Di- 
vision. 








AUTHENTIC 


EMBLEMS 
f created by 


QRAN 


AND COMPANY INCORPORATED. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 

Emblems enameled in authentic colors — 
other combinations on special order. 








No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 

















BOHEMIAN GARNET JEWELRY 
10 Karat Gold 
Antique and New 








Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 
Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. C. 10, N. Y. 
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HOOP EARRINGS... 


Orders and reorders on hoops continue 
to flood our stock department ... 
proof of the sales pudding that the 
Alice line always features America’s 
top earring styles. 


Thru The Wholesaler $1 00 
JEWELRY CO. 


52 Valley St., Prov., R. I. 










FOR PROMPT SERVICE 
ON 
SPEIDEL PRODUCTS 


CONTACT 
J. A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 











DOUBLE YOUR BRIDAL BUSINESS! 


Our 128-page illustrated book, "How To Plan 
A Beautiful Wedding,"* answers every question 
of etiquette, rings, gowns, gifts, flowers, guests, 
ceremony, dress guide, gift record. 

Sells readily at 31.00. makes a beautiful gift 
$60 per 100. 


SALLIE NEWTON 


2612 PALM 
HOUSTON, TEXAS 
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Seld enty direst te Retsliers 
WELLS MEG. CO. ATTLEBORG. MASS. 





NICKEL SILVER 
id LO es hesiasiitenrAd 


THE SEYMOUR MEG. CO. 


SEYMOUR, CONN. 








¢ The New England Guild of the American 
Gem Society held its first fall meeting 
and election of officers at the University 
Club, Boston, on September 23. Quentin 
W. McCaffrey, of Quincy, Mass., was 
elected president; Walter “Scotty” Bain, 
of D. C. Percival & Co., Inc., was named 
vice-president; Mrs. Fred Bird, of Smith- 
Patterson Co., was re-elected treasurer, and 
Miss Elizabeth “Betty” Brown, of Brown 
& Bethany, Inc., Wellesley Hills, Mass., 
was re-elected secretary. Second meeting 
of the season was held at the University 
Club on October 15, where G. Robert 
Crowningshield, director of the eastern 
office of the Gemological Institute of 
America, lectured on diamond evaluation. 
q Officers and directors of the Boston 
Jewelers Club met at the Hotel Statler on 
October 7, and completed details for the 
annual meeting, beefsteak dinner, and elec- 
tion of officers at the Statler on Novem- 
ber 6. Results of this election will be 
given next month. 

q Shreve, Crump & Low Co., Boston, who 
supplied the sterling silver howl to be 
known as the Ted Williams trovhy, and 
which is to be awarded annually to the 
member of the Red Sox team whose play 
was rated of the highest team value, pub- 
licized the fact in an attractive window 
display which included baseballs, bats, 
caps. pennants, and gloves along with the 
trophy, itself. The trophy went to Jim 





Boston's radio station WBZ announced re- 
cently that it will make an annual award 
of the Ted Williams Trophy to the member 
of the Red Sox whose play was rated the 
highest team value. First recipient of the 
trophy, which was supplied by Shreve, 
Crump & Low, was Jim Piersall (second 
from right}. Here, he receives the award 
from Leo Egan (second from left) sports 
writer and WBZ announcer, while William 


Shreve (left) and Richard Shreve look on. 


Piersall. Also in the window display was 
the “Welcome Home, Ted” silver box given 
to the popular Red Sox player when he 
returned to the Red Sox after being dis- 
charged from the U. S. Marines. This was 
engraved with signatures of players and 
others. Two sets of revolving doors in this 
Back Bay store have been removed and 
replaced with double sets of swinging 
doors. 

q An executive board meeting of the 


NEW ENGLAND 












Diamond Peacock Club was held at the 
Parker House where the annual meeting 
and election of officers was scheduled to 
take place on October 30. Details in 
next issue. 

q The 10 teams of the Boston Jewelers 
Bowling League have made a good rolling 
start for the season, with the E. H. Saxton 
team leading and the D. C. Percival Co. 
team in second place, as this issue went 
to press. Walter “Scotty” Bain, of the 
D. C. Percival & Co., rolled up a most 
enviable score of 369 on the second night, 
giving all players something to aim for. 
The annual “Turkey Night” is scheduled 
for November 24, with turkeys to go to 
the winners in each of three divisions. 

q John J. Round, retired Boston jeweler, 
formerly with the J. J. Round Co., was 
honored recently in his home town of 
Wakefield, Mass., where a bronze plaque 
was unveiled at the entrance to Hart’s 
Hill Reservation. Mr. Round had given 
20,000 trees to Wakefield for the beauti- 
fication of its parks. 

q Harry Steinberg, formerly with Albert 
Ettinger, Inc., 45 Bromfield St., Boston, 
opened a new store of his owr in com- 
pletely redecorated quarters at 40 Main 
St., Amesbury, Mass., to be known as 
Amesbury Jewelers. 

q Harold Farber, of Travis, Farber Co., 
909 Jewelers Building, saw his two-year- 
old horse “Porterhouse” win the state 
championship for horses in that class on 
October 3. Oresto Dell’Orfano, sales man- 
ager of Travis-Farber, is back after an 
aerial survev of business in New England, 
reporting himself as “very optimistic.” 
Roger Victor of the same firm is back 
after several weeks’ illness. 

q Henry Desjardins, jeweler of Beverly, 
Mass., climbed Mount Washington, and 
postcards, via “Old Peppersass,” that the 
fall foliage in Bretton Woods is “superb.” 
q Mrs. N. I. Goodman, of Nathaniel I. 
Goodman, Inc., 1006-7 Jewelers Building, 
was installed on October 15 as Past Chief 
Companion, Brookline Circle, Order of 
Foresters. 

q M. Sheingold, watchmaker, 704 Wash- 
ington Building, has been confined by 
illness to the Jewish Memorial Hospital, 
Boston. 

q Albert S. Munnis, of Worden-Munnis, 
Inc., president of the Boston Jewelers 
Club, recently entertained Mr. and Mrs. 
Roy Brooks, of Mauran Watch Co., and 
Mr. and Mrs. Ellsworth Read, of Kettell, 
Blake & Read, at his summer home at 
Rum Point, Lake Winnipesaukee, N. H. 

4 Gerald Ruel, jeweler of Holyoke, Mass. 
is remodeling his store. 

4 David Chapman, son of Edward Chap- 
man, of the W. D. Pharmer Co., Pittsfield, 
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Mass., is studying at Wentworth Institute, 
Boston, Mass. 

4 Howard Delano, formerly part owner of 
Cinderella Jewelry Store, Hyannis, Mass., 
is now covering Cape Cod and the southern 
New England territory for the Haselton 
Co., 702 Jewelers Building. “Bob” Haselton 
will cover northern New England and New 
York State. 

q Louis Rosenblatt, diamond broker, for- 
merly with Ross-Taylor, Inc., Washington 
Bldg., has taken over Room 908, occupied 
temporarily by Louis F. Guiness, Inc. 

4 Irving Sherman, jeweler of 144 Elm St., 
Westfield, Mass., is back at work convales- 
cing from an operation at the Springfield 
Hospital. 

4 Miss Marilyn Murphy is a new book- 
keeper with Roy L. Spring Co., 706 Jewel- 
ers Building. 

q Sherman F. Shatz, northern New England 
salesman for Louis F. Guiness, Inc., 711 
Jewelers Building, was married October 3, 
and will return to his territory following 
a honeymoon in Florida. Herbert Guiness, 
formerly with the firm, and now located 
in Newark, N. J., flew to Boston to attend 
the wedding. 

q Ten-year-old Carol Pollack, daughter of 
Harold Pollack, jeweler at 71 Washington 
St. Weymouth, Mass., won blue-ribbon 
first prizes in canning vegetables at the 
Weymouth and Brockton fair. This was 
the first time that Carol, a member of the 
4H Club, had entered the competition. 

q Paul R. Robinson, formerly connected 
with Edward’s Jewelry Co., Waltham, 
Mass., has purchased the Marlboro Jewelry 
store, located at 165 Main St., Marlboro, 
Mass. 

q The Swiss-American Watch Hospital, 
located at 6 American Row, Hartford, 
Conn., was purchased recently by Armin 
Gelb. Mr. Gelb has remodeled the store, 
installed new fixtures and showcases, and 
has added a diamond department. 

q Miss Marie F. Cannariato, bookkeeper 
for Eastern Jewelry Co., 602 Jewelers 
Building, is back following her marriage 
on September 20 to Francis Grassey, and 
her honeymoon trip. 


€ A new and enlarged catalog for the 
fall and winter trade has just been mailed 
out by the K. A. Murphy Co., 509-511 
Jewelers Building. The firm has added a 
new line of ecclesiastic goods. 

4 Victor Masciarelli, Framingham, Mass., 
has taken over the store next door to 43 
Hollis St., and doubled the size of his place. 


4 George Mullin, of Mahar & Engstrom 
Co., 405-412 Jewelers Building, who has 
been out ill for several months, came back 
to the place for a couple of days, and 
then was forced to leave again when taken 
down with pneumonia. 

q Still in the process of remodeling, 
A. Frisch & Co., Inc., 306-8 Jewelers Build- 
ing, has added a new receiving and ship- 
ping room. 

q Triple “Berts” at the Herbert W. Stranger 
Co., 306 Washington Bldg., have come 
through the adding to the bookkeeping 
department of Herbert L. Flech, who was 
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promptly nicknamed “Larry” to differen- 
tiate between Herbert, Sr., and “Bert,” Jr. 
‘Tne latter took part in a fire prevention 
week parade, driving the Ked Cross Dis- 
aster ‘ruck which he has manned so well 


this past year. Between times, the Skip- 
jack has been taken from the water at 
Provincetown, Cape Cod, tor the winter. 
q ‘The Jewel House, 41 Winter 5t., Boston, 
held its formal opening on September 19. 
‘The firm was formerly located at 21 West 
St. M. Lederman, proprietor, also operates 
Linn Cay’s jewelry store, 169 Tremont 
St., Boston. 

q Sidney DeYoung of J. & S. S. DeYoung, 
Inc., 517 Washington Building, has just 
returned from a 10 weeks’ trip to Europe. 
Miss Constance Hutchins, secretary, has 
returned after several weeks’ absence. 

q A new secretary with the James & 
Mitchel Co., 801 Province Bldg., is Miss 
Dorothy Callinan. 

q William “Cookie” Zeesman, formerly 
with B. & C. Jewelry Co., Province Bldg., 
is now in charge of heavy appliances with 
the Knight Jewelry Co., Inc., 707-12 
Province Bldg. 

q Reliable Watch Crystal Company, 502 
Province Bldg., has made several altera- 
tions and has enlarged its dial refinishing 
department. 

q Mrs. Barbara Sjostedt, formerly with 
the watch department, D. C. Percival & 
Co., Inc., 2nd floor Jewelers Building, is 
now with the jewelry division. She was 
married October 10 to Norman Wagner, 
and, just before her marriage, the D. C. 
Percival girls tendered her a party at the 
Charles Restaurant, Boston. She will re- 
turn to Percival’s following her honeymoon 
at Cape Cod. 

q Philip Barber, of S. Barber & Son, 712 
Washington Building, has combined his 
hobby of collecting rare sea shells with 
his importing of cultured pearls and the 
manufacture of pins, earrings, necklaces, 
and bracelets. His new display cases con- 
tain many rare marine shells, which, com- 
bined with the pearls, are attracting wide 
attention. 

q M. Peck, engraver, and David Kaplan, 
jeweler, moved on October 1 from Room 
502 Province Building, to Room 720 the 
same building. 

q Bernie J. Mendelsohn, of Mendelsohn 
& Terban, 412 Washington Building, has 
purchased a new home in South Brookline, 
Mass. Two new members have been added 
to the staff, Melvin Jellson in sales, and 
Miss Sadie Kublin, office. John Stantom, 
head receiver, is leading his CYO St. 
Peter’s football team to victory in the 
Boston Park Department League. 

q Charles E. Birdsey, jeweler of Wareham. 
Mass., died on September 20. 

q Elmer W. Vassar, sales representative in 
New England and New York State for 
D. C. Percival & Co., Inc., since 1924, and 
well known throughout the grea. died on 
October 5. He was a member of Masonic 
Lodge 42 in Manchester, Vt. Many New 
England jewelers attended the funeral 
services which were held October 7 in the 
Dorset Congregational Church, Dorset, Vt. 
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204 WESTMINSTER ST. PRovipente RHODE ISLAND. 


440101918 Md i 


OT AO ATIAL MLL LAO 


PIN OR PENDANT* 


Sterling Silver, Die Struck, Rhodium Finish. 
Fifty extra quality imported chatons 


individually nicked in. 


Sliding on invisibly attached S S chain 














SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


198 Broadway New York 9, N. Y.W 














Time Tested 
oh dame) | ES 


Best for Watches and Clocks 


Never Let 
) Molt BYoy 70 


Wm. F. Nye, Inc., 


New Bedford, Mass. 











FOR ALL YOUR 
INVESTMENT CASTING 
and FINISHING EQUIPMENT 


SIMPLIFY YOUR ORDERING ... 
We can offer you prompt delivery on a 
complete line of equipment covering all 
of your needs. 
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és PHILADELPHIA 


q in addition to its usual shoppers, J. E. 
Caldwell’s Philadelphia store was crowded 
with visitors during the week of October 
26 to 31. Featured at the store that week 
and the week following was a special dis- 
play of glassware. On hand for the event 
was a representative of the United States 
Glass Co. who worked in the store, ac- 
tually cutting glass while customers 
watched. 

q There’s a greatly enlarged selection of 
scarab jewelry, especially bracelets, at 
Narberth Jewelers, 236 Haverford Ave., 
Narberth, Pa., for this pre-Christmas 
season. 

q Irving Huttner, co-owner of Glenside 
Jewelers, 107 S. Easton Road, reports that 
the store added china and pottery depart- 
ments this year. He also reports a very 
satisfactory turnover on the luggage added 
just one year ago. 

q De Maria Jewelers are using a heavy 
direct-mail advertising program as_ the 
dominant tool to bring in business this 
season. Two folders go first to describe 
the lay-away plan and encourage early 
shopping. The first is a stock-size post- 
card which is followed by a double-fold 
brochure giving additional details. The 
climax will be a 32-page catalog on glossy 
heavy-stock paper in several colors. 

q Only a light sprinkling of direct-mail 
advertising is being used by Maurice 
Brown of 29 S. Broad St., Penns Grove, 
N. J. The selling force here is the news- 
paper medium—with two local newspapers 
giving strong coverage to the firm’s regu- 
lar ads. 

q David Kushner, new to the jewelry field 
but not to selling, has joined the staff of 
Reliable Brothers at 354 Kings Highway, 
Swedesboro, N. J. This is the address of 
the larger, more modern.store to which 
Reliable Brothers moved early this year. 
q Impressive and sales developing are the 
series of ads in local newspapers being 
run by S. Kind & Sons of Chestnut St. 
near Broad. They feature unusual but 
strongly related combinations of merchan- 
dise. One ad shows sterling against a 
background of wedding stationery. An- 
other a well-known make of sterling, a 
china plate and a crystal water glass, each 
with a harmonious wheat sheaf design. 
The items are separately priced but illus- 
trated as one picture. 

q “Now you can charge your purchases at 
no extra cost through the Upper Darby 
National Bank’s ‘Charge Rite’ Charge Ac- 
count Service,” announces a conspicuous 
sign in the attractive window of Baker’s, 
7010 Garrett Road, Upper Darby. 

q Even jewelers who know members of 
the Kind family have two ways of pro- 
nouncing their famous name. The fact 
won a mention in Judy Jennings column 
in The Philadelphia Inquirer, or rather 
Oscar Kind, Jr.’s, clever way of handling 
the situation won the fine publicity spot. 


Says Judy Jennings: “Oscar Kind, Jr. 
(of S. Kind & Sons jewelry firm) is a man 
of action . . . wed no sooner asked him 
to settle an argument as to how the name 
Kind is pronounced .. . than he whipped 
from his wallet a jingle he’s penned , 
for just such many-time-repeated occa. 
sions...” Titled “The Kind (?) Lament,” 
the jingle called attention to the fact that 
the name “Kind” is pronounced the same 
as the word “mind.” 

q As a result of complete remodelling {ol- 
lowing expansion, the Milton Neff store 
has a larger shop, an office divided from 
the rest of the floor with glass building 
brick for Mr. Neff, new air conditioning 
throughout, and specially designed ar- 
rangements of fluorescent lights. Four 
men have been added to the staff. Re. 
modeling began July 3 and was completed 
early in October. 

q Ringold’s Credit Jewelers have enlarged 
the luggage and religious goods depart- 
ments of the store at 817 E. Allegheny 
Ave. they acquired last year. They have 
also acquired the franchise for Dirilyte 
flatware, which will soon be stocked in 
both stores, at 817 E. Allegheny and 4316 
Germantown Ave. 

q Burholme Watch Shop, 7265 Rising Sun 
Ave., was again the scene of a decorating 
competition for school age children during 
the Halloween period. The contest is spon- 
sored each year by the Burholme Business 
Men’s Association, in which Mr. and Mrs. 
J. Gross, owners of the jewelry shop bear- 
ing the community name, are active. Other 
communities also sponsor similar programs 
with increasing interest and _ increasing 
success in eliminating vandalism at Hal- 
loween. School teachers are the judges of 
the best decorated windows in Burholme’s 
competition. 

q The tremendous success of the dollar 
day sale sponsored by the Frankford Busi- 
ness Men’s Association this summer have 
encouraged plans for a repeat perform: 
ance, probably in February. The sale at 
Enright’s, Inc., brought between five and 
six thousand people to this store in one 
day. One of the major attractions was the 
$100 diamond ring which ads announced 
was wrapped in one of the dollar surprise 
packages. Crowds were waiting at the door 
of Enright’s, 3074 Kensington Ave., at 
nine A. M., when the store opened. Hun- 
dreds of people stood around waiting to 
see the ring “won.” Twenty-six-hundred 
packages were sold before 10 A. M. when 


ma 














—— | WATCHMAKIN iG 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phile. 
Write Dept. "'K"' III'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Jehnson, Prineipal 








THE JEWELERS’ CIRCULAR-KEYSTONE 








the lucky customer got the much-sought 
ring. All day the crowds continued to 
buy and by evening another 2600 or more 
packages had been sold. 
q Frank A. Jaskiewicz has" announced 
that he is resigning from the jewelry field 
with the sale of the building at 2701 E. 
Allegheny Ave. in which his jewelry store 
has been located for several years. The 
Jaskiewicz store first bore the owner’s 
name, then later was known as the 
Twenty-Seven-O-One Jewelry Store. 

q Aisenstein & Gordon, Inc., announced 
recently that their 1954 catalog will be 
available around November 1. 

4 The Wilmington, Del., store of J. E. 
Caldwell & Co. opened October 19 in sim- 
ple dignity without fanfare. 





Bailey, Banks & Biddle Has 
Official Opening at New Site 


Bailey, Banks & Biddle Co., leading 
Philadelphia jewelers, recently opened its 
new store at 16th and Chestnut Sts. 

The 12l-year-old firm, formerly located 
at 1218 Chestnut St., has made four moves 
westward since its origin at 136 Chestnut St. 

Lighted indirectly and by three large 
chandeliers, the store contains 35,000 square 
feet of merchandise space on the ground 
floor. Display cases and paneling are of 
teakwood and African walnut. Offices are 
located on a mezzanine at the rear. 

The store’s new site has a 66-foot front- 
age on Chestnut St., as well as a 145-foot 
frontage on 16th St. 





Electric Housewares Campaign 
Seen as Sales Volume Booster 


The rapid growth of acceptance of the 
Electric Housewares Gift Campaign is ex- 
pected to exert an important effect in in- 
creasing the sales volume during this Fall 
and Christmas. This was indicated by 
Joseph Broslaw, account executive of Ralf 
Shockey & Associates, Inc., agency for the 
program’s sponsor, the Electric House- 
wares Section of the National Electrical 
Manufacturers Association. He spoke be- 
fore a luncheon meeting of the Electric 
Housewares Group of the Electric Insti- 
tute of Boston, Inc., held at the Engineers 
Club, September 25th. His address to this 
group marked the kickoff of the Fall- 
Christmas phase of the continuing year 
‘round program. 

Mr. Broslaw pointed out however that 
this anticipated nation-wide sales growth 
depended heavily on the degree to which 
wholesalers, manufacturers’ representatives 
and electric light and power companies 
helped the dealer help himself. He said 
that the electric housewares industry is 
determined to spare no effort to get a 
greater share of the multi-billion dollar 
gift market for itself, its dealers and dis- 
tributors, 

Reviewing the growth of the program 
since its inception in 1950, he said that 
among its many benefits to various seg- 
ments of this industry, was the fact that 
it furnished a constant and vital rallying 
point for promotions throughout the year 
with special emphasis on such natural 
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promotional periods as Mother's Day, 
Father’s Day, June and other bridals, 
anniversaries, birthdays, etc. 





M. Simon & Co. to Open Store 
In New Shopping Center 


Plans for opening promotions of the 
Boulevard Center, large new shopping cen- 
ter in the northeast section of Philadel- 
phia, were formulated at a luncheon meet- 
ing held recently at the Warwick Hotel. 
The new shopping center is scheduled to 
open early this month. 








At the meeting, tenants formed the 
Boulevard Center Merchants Association 
for the purpose of planning and executing 
joint center-wide pomotions. Among. in- 
itial members of the organization are 
Richard Simon above (left), and Joseph 
Simon of M. Simon & Co., jewelers at 
1222 Market St. 
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q Barlly’s, jewelers formerly located at 
212 Seybold Building, Miami, Fla., moved 
recently to new quarteres at 2019 Collins 
Ave., Miami Beach. 

q Joseph E. Elkins and his son, Joseph, 
Jr., announced recently the purchase of 
Doll’s Jewelry store at 9 S. Market St., 
Frederick, Md. The new owners have 
changed the firm name to Elkins Jewelers. 
¢€ Don Finn, watchmaker of Austin, Texas, 
has joined the staff of the Lewis Jewelry 
store in Kerrville, Texas, as manager of 
the watch repair department. 

q The Arthur A. Everts Co., leading jew- 
elers of Dallas, Texas, has doubled the 
size of its store in Highland Park Village. 
The suburban store was opened four and 
a half years ago. Myron Everts, president, 
said the new space will include a bride’s 
room and a contemporary room. The 
bride’s room is a private one where the 
bride-to-be can select engraved weddinz 
invitations and announcements, _ brides- 
maid’s gifts, and groom’s gift suggestions. 
The contemporary room features china, 
dinnerware, silver, crystal, art goods and 
lamps of contemporary design. 





Baltimore-Washington News 


q An excellent dinner following cocktails, 
topped off with dancing and professional 
entertainment, was the bill of fare on the 
occasion of the sixth annual banquet of 
the Greater Washington Retail Jewelers 
Association on Wednesday evening, October 
14, at the Shoreham Hotel in Washington, 
D. C. Lady guests received gifts in honor 
of the affair and a large number of valuable 
prizes were distributed. Harry Brott, chair- 
man of the banquet committee, pronounced 
the affair a complete success. 

q Jacob M. Paul, Baltimore jeweler at 3310 
Eastern Ave., was re-elected recently as 
president of the National Hay Fever Re- 
lief Association for a two-year term. The 
association represents a roster from var- 
ious parts of the country consisting of over 
5000 members and friends. Mr. Paul has 
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been affiliated in a leading role with this 
group for many years and has contributed 
greatly to its growth and expansion. The 
institution operates a camp on a non-sec- 
tarian basis for underprivileged men, 












THE SOUTH 


women and children who suffer from hay 
fever and asthma. The project is located 
in Bethlehem, N. H. 

q Mr. and Mrs. Irving Roll of Roll Jewelers, 
Randallstown, Md., announced recently 
the marriage of their son, Stanley, to the 
former Miss Estelle Rubin. Stanley takes 
an active part in the management of the 
store, which was moved recently to new 
and larger quarters at 9026 Liberty Road. 
q Irv Marks, formerly of Leon Levi, Inc. 
jewelers at 316 W. Lexington St., Balti. 
more, is now associated with the branch 
store of the Kay Jewelry Co. at 7 W. Lex. 
ington St., Baltimore. 

q Richard E. Erlanger of S. & N,. Katz, 
Inc., was married September 20 to the 
former Miss Carole Bernstein at the Plaza 
Hotel in New York City. The couple is 
residing at the Samester Apartments in 
Baltimore. Mr. Erlanger is a member of 
the board of directors of the Baltimore 
Jewelers Association. 

q George Schaefer of Schaefer & Addison 
Co., jewelers at 133 S. Broadway, Balti- 
more, has announced the sale of the estab- 
lishment. The firm, considered a landmark 
in this section of town, has been in busi- 
ness for 50 years, 47 of which was at the 
present address. Mr. Schaefer, who re- 
cently observed his 75th birthday, plans to 
enjoy his retirement. 

q In a surprise action late in September, 
the Carl J. Doederlein Co., Baltimore jew- 
elers at 320 N. Charles St., announced 
through a newspaper advertisement that it 
planned a “complete liquidation.” The 
firm was, at this writing, conducting a 
licensed “going out of business” sale. 
Future plans of officers of the firm were not 
known at press time. 

q Mel Foer, president of the Greater 
Washington Retail Jewelers Association, 
anounced plans for a technical and sales 
clinic at the February, 1954, meeting. 
Under the supervision of Mrs. Kathryn 
Everhart, the association will present the 
latest technical information and advice to 
watchmakers. A portion of the meeting will 
be devoted to merchandising and_ sales 
helps particularly aimed at the repait 
counter. 

q The A. H. Fetting Mfg. Jewelry Co. 
314 N. Charles St., Baltimore, recently 
celebrated its 80th anniversary. The estab- 
lishment is ably managed by Jack Fetting, 
past president of the Baltimore Jewelers 
Association. 





Kramer's Open Branch Store 


Gala ceremonies on September 24 marked 
the grand opening of the new branch store 
of Kramer’s, Inc., at 382 Central Ave. 
Jersey City, N. J. The firm’s main store 
ic located at 500 Washington St., Hoboken. 
N. J. 
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PHILIP KOHN 


This modern and spacious structure is 
the new home of the Philip Kohn Co., 
wholesale jewelers of Dayton, Ohio. The 
new building, located at 254 Leo St., pro- 
vides twice as much floor space as the 
firm’s former site. 








W. Bell & Co. of Washington 
Moves to New Location 


W. Bell & Co., wholesale jewelers serv- 
ing the nation’s capital, is now located in 
its new and spacious showroom and ware- 
house at 514 Tenth St. N. W., Washington, 
D. C. The firm previously was located at 
C04 G St. N. W. 

Walter Bell, president of the firm, points 
out that the new quarters extend over 
three times’the floor area of the old show- 
rooms. As a result, the firm is now in a 
position to display an extensive stock of 
silverware, jewelry, watches, luggage, and 
other leather products. Because of the 
diversity of lines carried, the company is 
in a good position to supply the needs of 
retailers on short notice. Nearly all of the 
lines now on display are presented in 
the firm’s new catalog, which is now being 
circulated to the trade in the Washington 
area. 


- ————_—— _—— 


Pens of Famous Americans 
Shown by Parker at New Plant 


More than 14,000 people from areas 
around Janesville, Wis., visited the new 
Arrow Park plant of the Parker Pen Co. 
when it was opened recently to the public 
for two days. Visitors from 25 states and 
three foreign countries signed in during 
the second day of the open house program, 
which was open to the general public. On 
the first day—‘Employe Day”—only rela- 
tives of Parker employes were invited to 
attend. 

One of the interesting displays prepared 
for the open house event was the “Pens of 
Famous People” exhibit. Some 55 eminent 
Americans placed their personal writing 
instruments on loan to the company, and 
each was displayed in a separate case 
decorated according to the profession of 
the personality who had sent the pen. To 
remove any suggestion of commercialism, 
pens were displayed regardless of make. 

During the two-day event, Parker em- 
Ployes were given time off from work to 
show members of their family the new 
plant. When an employe’s family registered 
at the desk, he was notified. He then was 
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The company was founded approximately 
20 years ago by Julius Ruttenberg (shown 
in inset above) and the late Philip Kohn. 
Since its inception, increased business 
volume has forced the firm to move three 
times to larger quarters. 





allowed to take family members through 
the plant, show them where he worked, 
and introduce them to plant friends. Each 
employe took about two hours to show 
family members through the plant. 


Kay Jewelry Chain Plans 
Merger of 83 Stores 


A plan for combining 83 jewelry stores 
into a single corporation has been filed 
with the Securities & Exchange Commis- 
sion. 

Operations would be under the name of 
Kay Jewelry Stores, Inc., chartered. last 
August under Delaware laws and _ with 
main offices in Washington, D. C. Author- 
ized capital stock is 1,000,000 shares of $1 
par. 

Cecil D. Kaufman, head of the new firm, 
is also a director and president or vice 
president of most of the 71 corporations 
now operating the 83 stores. Some 63 of the 
stores already go under the name of Kay. 
Others in the Washington metropolitan 
area are known as Franc, Ross and Marx. 

Geographically, the stores are distributed 
as follows: 25 in Massachusetts, Connecti- 
cut and Rhode Island; 18 in the District 
cf Columbia and nearby areas of Virginia 
and Maryland; 13 in California; 11 in 
southeastern states; eight in New York, 
Pennsylvania and West Virginia; eight in 
Illinois, Indiana and Ohio. 

Combined assets of the corporations are 
listed as more than $24,000,000 and the 
combined net sales for the year ending 
June 30 are reported at nearly $29,000,000. 

In asking registration of the new firm’s 
‘tock, it is stated that 672,746 shares of 
the common stock is to be offered in ex- 
change for shares of preferred or common 
stock in the existing corporation. 

This, in the opinion of the new firm, 
would “through centralization of owner- 
ship. control and management” provide a 
uumber of advantages for present stock- 
holders, including a sounder base for ex- 
pansion and financing as well as more 
economical operation. 
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A SSORTMENT 


This Special Assortment of folding Gift 
Boxes shipped from stock, may be the 
answer to your needs now when “special 
boxes’’ may be hard to get. A full range 
of sizes and shapes in a balanced assort- 
ment as follows: 40 each: 4 x x 4, 6 x 
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30 — 7x 5 x 4. Packed in two containers 
weighing 97 Ibs. Folding box freight 
classification. Ideal for gift shops and 
jewelry stores, for inexpensively gift-boxing 
compotes, book-ends, baby cups, ash trays, 
perfume bottles, bon-bon dishes, cups, 
saucers, salt shakers, teapots, vases, jars, 
goblets, and many other items. Choice of 
white or gray-stripe design. 


USE HANDY ORDER 


Coupon 
BELOW or write for catalog. 
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PAPER PACKAGE 


CORPORATION 


15116 Merchandise Mart 232 South Lake Street 
Chicago, Illinois Aurora, Illinois 


PICTORIAL PAPER 
PACKAGE CORP. 
General Offices and Plant 
232 S. Lake St., Aurora, Illinois 

Please ship F.O.B. Aurora, Special As- 
sortment #77 consisting of 385 folding gift 
boxes. 
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q Twenty years ago September 4 or 5, 
Christine Southerland Adams began work- 
ing for Leonard B. Lewy and T. Leonard 
Goodman (Lewy & Goodman, 29 E. Madi- 
son St.). The firm has expanded and the 
association has been a very happy one. 
Twenty years later, September 6, the two 
partners demonstrated their esteem and 
affection for Mrs. Adams by presenting her 
with “the most gorgeous platinum and 
diamond watch” she has ever seen. It was 
aptly engraved “To Southy 20 years loyalty 
to Luke and Leonard 9/4/53.” (Mrs. 
Adams nickname was Southy because her 
maiden name just seemed too long for 
them to say.) The firm represents Foster 
Metal Products, Inc., of Attleboro, Mass., 
and B. F. Hirsch, Inc., New York. 

q Friends and business associates of Wil- 
liam Becker (Boyden-Minuth Co., 29 E. 
Madison St.), were happy to learn that he 
has been released from the hospital. Mr. 
Becker had been hospitalized for more 
than a month after a heart attack. At 
home, he was feeling better—tired of doing 
nothing, he said. 






q Ellis Brown, who operates jewelry stores 
at 9156 Commercial and 4116 West Madi- 
son St., was formally installed as Com- 
mander of American Legion South Chicago 


ELLIS BROWN 


Installed as 
Commander of 
American Legion 
Post 





Post 493 on Sunday, October 4. The in- 
stallation took place at 9231 Houston Ave., 
with a dinner, dance and entertainment 
included in the event. 

<q Lowell Halligan, vice president in charge 
of sales of the Hamilton Watch Co., was 
in town late in September visiting Wolfert 
Pierpont, Jr., the firm’s Chicago repre- 
sentative at 109 N. Wabash Ave. Mr. 
Halligan flew in from the East, spent two 
days here and then flew back. 

q Mr. and Mrs. M. J. Swartz of Swartz & 
Co., 10 S. Wabash Ave., announced the 
marriage of their daughter, Roslyn Phyllis, 
to Jerome David Pauker on September 7. 
The candlelight ceremony took place at 
the Belden Stratford Hotel here. The bride 
attended Purdue University and received 
her Bachelor Degree in Science from the 
University of Chicago last June. She is 
a chemist. The groom, a psychologist, is 
on the staff of Toledo State Hospital. 

q Fifty years ago, on October 3, 1903, 


CHICAGO 


A. L. Williams opened a jewelry business 
in the building at 37 S. Wabash Ave, 
remaining there ten years. This year, his 
grandson, Paul Williams, brought the 
family name back to the building when 
he established his “House of Williams” 
last January. Mr. Williams handles jewelry, 
hollowware and trophies. Another member 
of the family, Mr. Williams’ uncle, Art 
Williams, operates a jewelry store at 27 
E. Monroe St. 

q M. M. Schur, president of Van Schyndle, 
Inc., 36 S. State St., announced the appoint. 
ment of the Elwin Advertising Agency, 
Chicago, to handle their account. Maurice 
Charn replaced Ed Kubica, representing 
the firm in the State of Illinois outside 
of Chicago. 

q Rudy Samuels reported that Stein & 
Ellbogen Co., 55 E. Washington St., mailed 
out its biggest catalog the end of Sep. 
tember. This was the first time one of the 
firm’s catalogs combined jewelry and other 
items. 

q Ernest Burg, jewelry and novelty im. 
porter, has completely remodeled his office 
and display space on the 10th floor of 
the Heyworth Building. Attractively deco- 
rated in pleasing shades of green through- 
out, with new fixtures, display facilities 
and fluorescent lighting, the quarters are 
now arranged for efficient handling of this 
firm’s constantly expanding business. Mr. 
Burg announced recently the appointment 
of Charles (Chuck) Goff to handle the 
line in the Indiana and Ohio territories. 
q Dick First, advertising manager for 
Pakula & Co., 5 N. Wabash Ave., reported 
that the firm mailed its new 126-page 
catalog the end of September. It was the 
largest in years and 75 per cent consisted 
of costume jewelry. Robert Crosswhite, as 
sistant merchandising manager and jewelry 
buyer for the firm, attended the annual 
convention of the Iowa Retail Jewelers 
Association in Des Moines. 

q Ira Marx of Marx Brothers Jewelers 
announced the purchase of a new store 
at 63rd and Halsted, formerly known 4s 
Barr Brothers. The store opening was 
scheduled for November 1. At the same 
time, Marx Brothers planned to open at 
other store on the northwest side. 

q Handwrought jewelry by Chicago area 
craftsmen in the Jan Smith studio caused 
a great deal of interest during October. 
q Members of the trade extended con- 
dolences to the family of Abraham Shore, 
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CHICAGO JEWELERS INSTALL NEWLY-ELECTED OFFICERS 


, ae, % 


Newly-elected officers of the Jewelers Association of Greater Chicago were installed 

September 16 at a meeting held at the Standard Club. They are, left to right: Benjamin 

L. Sacks, executive secretary and counsel; Norman Kernis, honorary president; Charles Gold, 

first vice president; Dave Martin, president; Irving N. Chayken, second vice president; 
John Baumrucker, treasurer, and Sheldon Phillips, secretary. 
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64, jeweler who had operated a store at 
5 S. Wabash Ave. for the past 25 years. 
He had been in the jewelry business for 
45 years. Mr. Shore died September 30 
in his home at 1137 Pratt Blvd. He is 
survived by a daughter, a son, three 
brothers and a sister. 

q The Chicago Jewelers Association 
planned its first luncheon meeting of the 
year for October 15 at the Palmer House. 
This was to be the annual past presidents’ 
luncheon to which all past presidents are 
invited as honored guests. Kline Weather- 
ford, special agent for the Federal Bureau 
of Investigation, was the speaker. 

q The Jewelers’ Club open night was set 
for October 13. About 60 persons were 
expected for dinner and the entertainment 
to follow. Dick Showerman, in charge of 
arrangements, hinted very broadly that he 
planned to show movies of the last Golden 
Rooster initiation. 

q The Golden Roosters fall stag was set 
for Thursday evening, November 5, in the 
Charles Harrison Room at 1 N. La Salle 
St. Herman Kramer and Rudy Samuels, 
co-chairmen, said the election of new offi- 
cers for the coming year was included on 
the evening’s agenda. 

q Robert Vanderpoel, financial columnist 
for the Chicago Sun-Times, speaking at 
the September 16 meeting of the Jewelers 
Association of Greater Chicago, predicted 
a good fall and Christmas season this year. 
He also stated that the final business sta- 
tistical totals for 1953 would show this 
year at an all time high. The annual gin 
Tummy tournament was scheduled for 
October 14 after a short business meeting, 
at the Standard Club. Al Berke was in 
charge of arrangements. There will be a 
gay time November 29 when the JAGC 
holds its annual dance at the Chez Paree. 


Walker Co. Shows Fall Lines 


Many retail jewelers from Rhode Island, 
Connecticut and Massachusetts attended 
the Albert Walker Co. showing of the 1953 


fall lines of clocks, silverware, jewelry, 
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lighters, etc., held September 7, 8 and 9 
at its showrooms, 37 Chestnut St., Provi- 
dence. 





Coro Moves Midwest Offices 
To New Site in Same Building 


The midwest offices of Coro, Inc.. located 
at 36 S. State St., Chicago, were tripled 
in size October 20 when they were moved 
to larger quarters in the same building. 
A cocktail party and reception for the 
press, retail store and resident buyers was 
held to celebrate the event. 

According to Joseph Kaim, manager of 
the midwest offices, Coro’s completely air- 
conditioned floor now has seven new show- 
rooms, decorated in different pastel shades. 





Curbs on Nickel Use Ended; 
Supply Termed ‘Adequate’ 


Jewelry items which depend on nickel 
or nickel alloys for their manufacture or 
finish can be expected to become more 
plentiful as a result of decontrol last 
month, by both the United States and 
Canada, of nickel and _ nickel bearing 
metals. 

Both countries said the supply now in 
sight is adequate enough for defense and 
stockpiling requirements that there should 
be “no significant dislocation” of normal 
distribution in lifting all controls over 
purchase and use by non-defense in- 
dustries. 

This means that manufacturers can 
start using nickel again in any needed 
amount for production of jewelry, stain- 
less steel, appliances, ornaments, electro- 
plating, and so on. 

More than that, commented the Small 
Business Administration, decontrol will 
permit not only 4000 electroplating com- 
panies to get going in full stride again 
but will even permit hundreds of so-called 
small companies to reopen their plants for 
manufacture of tableware, houseware, and 
other goods of nickel bearing stainless 
steel. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tl. 
Students may enroll at any time of the year 

















CENTRAL WATCH CO. 


ESTABLISHED i911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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Our work costs no more 
than ordinarv work ¢ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 
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Exclusive Franchise Plan available to one 

ethical retailer in a community. It offers 

EXCLUSIVE BRAND NAME merchandise 

# backed by NATIONAL ADVERTISING. 
Displays, Newspaper Mats, Radio Com- 
mercials, Window Cards, and dozens of 
other Sales Helps FREE! Write Today 
for Details and Available Territories. 





& SONS 


A.G.SCHWAB °*:x: 


229 E. Sixth St., Cincinnati 2, Ohio 














Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 























You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Local manufacturers and _ wholesalers 
have been experiencing their seasonal up- 
swing in business during recent weeks, 
and it is indicated that the pre-Christmas 
volume this year will be likely to exceed 
previous records. A number of offices al- 
ready were remaining open evenings and 
weekends in early October for the ac- 
commodation of their retail customers, and 
practically all offices were expected to be 
open on a week-around schedule early in 
November. Record numbers of workers in 
this area continue to be employed at high 
wages, and cash purchases are expected 
to represent a considerable percentage of 
the holiday business. 

q Several fall shows and conventions were 
attended by local manufacturers, whole- 
salers and their salesmen. Maury Gerwe 
of the Gerwe Brown Co., and salesmen 
Julius Corteux, Joseph Acher, John Greer 
and Coley Coleman were at the Allied 
Gift and Jewelry Show in Dallas; George 
E. Brown of the same firm, and salesmen 
William Owen and Frank Duffy attended 
the Atlanta show; the Albert Jewelry Co. 
displayed at the shows in Memphis, Tenn.. 
Birmingham, Ala., Charlotte, N. C., and 
Atlanta, and those attending the conven- 
tion of the Indiana Watchmakers Asso- 
ciation in Indianapolis included Mr. and 
Mrs. Carl Martin of the B. David Co., 
manufacturers; Eugene Swigart, president, 
Charles Braun, vice president and gen- 
eral manager, and salesmen Carl Wisch- 
mann and W. H. Ford of the E. & J. 
Swigart Co., jewelers’ supplies, and Maury 
Solomon, salesman for the D. Jacobs Sons 
Co., wholesalers. 

q Late summer vacationers included Mark 
Herschede, president of the Frank Her- 
schede Co., retailers, in Michigan; Walter 
Stenger, a Herschede salesman, in Colo- 


rado: Webster Kamerer, another Her- 
schede salesman, in Holland, Mich.: 
George Detzel, retailer, in Michigan: 


Joseph Detzel, retailer, in Niagara Falls 
and New York City; Charles Wiebell, re- 
tailer, in New York and Atlantic City; 
Norma Cotton, treasurer of the Western 
Tray & Case Co., at Miami Beach, Fila.., 
and John Kramer, salesman for Geo. H. 
Newstedt & Co., retailers. 

q Four spectacular robberies have  oc- 
curred here during recent weeks, in which 
diamonds, other jewelry and cash amount- 
ing to approximately $110,000 were stolen. 
Theft of uncut diamonds, valued at 
£100,000 from a deposit box in Hotel 
Netherland Plaza was reported on Sep- 
tember 26 by Wallace Newman, vice presi- 
dent of Samuel Newman, Inc., of New 
York City. Mr. Newman had placed the 
gems in the box the previous night, and 
when he went to the cashier’s office the 
following morning, the box was found to 
be open and empty. Store holdups_in- 
cluded the Mason Jewelry Co. and Moor’s 
Jewelry Co., while several watches and 
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rings, stolen from the Bond Jewelry (op, 
on August 29, were found on the body of 
a bandit who was killed by FBI agents jy 
Baltimore, Md. 

q George E. Brown of the Gerwe Brown 
Co., and his wife, enjoyed a family re. 
union recently in Washington, D. C., with 
their daughter, a student at Trinity Col. 
lege, and their son, who is with the Coast 
Guard. 

q On road trips recently were Rober 
Faigle and A. F. Gebhardt of Faigle Broth. 
ers, manufacturers at 528 Walnut St; 
Howard Rosfelder of Rosfelder Brothers 
& Co., manufacturers at 413 Race St, 
and Albert Seifert of the Albert & Seifert 
Co., wholesalers at 18 W. Seventh St. 

q Hobart A. Wehking, a retailer for many 
years, and Hamilton County Commissioner 
since 1940, has been appointed postmaster 
of this city. Under a Post Office Depart. 
ment ruling, Mr. Wehking can retain his 
jewelry business. 

q Victor Hagen, for many years associated 
with the retail store of Louis F. E. Hum. 
mel, and now with the Carroll Seghers 
store in Coral Gables, Fla., has purchased 
a home in that city. The Hummel store, 
long a landmark at Fourth and Vine Sts., 
was closed recently. 

q Joseph Godsey, Jr., a salesman for §. 
Silverman Co., Inc., wholesalers at 809 
Walnut St., was robbed of his car and 
company merchandise on September 29 
in Bristol, Tenn. 

q May Schrimpton, a_ saleslady in the 
store of Geo. H. Newstedt & Co., was 
recovering in Good Samaritan Hospital 
from injuries suffered in an auto accident. 
q Don Moore Jewelers has moved from 
435 Main St. to 429 Walnut St., adjacent 
to the main entrane to Hotel Sheraton- 
Gibson. 

q D. Jacobs Sons Co., wholesalers at 325 
East Central Parkway, report many new 
items in their winter catalog, which was 
distributed on October 1. 

q “Interesting Facts Abut Gems” was the 
subject of a talk at a Rotary Club meet- 
ing by Edward L. Spitznagel. manager of 
Geo. H. Newstedt & Co., and president of 
the Greater Cincinnati Retail Jewelers 
Association. 

q Mr. and Mrs. R. B. Franks of Van Wert. 
O., are new Indiana sales people for the 
Haberman Sales Co., wholesalers at 104 
W. Fourth St. 

q Chris Schulz, head of the Gerwe Brown 
shipping department, was in St. Mary's 
Hospital with a heart ailment. 





Purchases Tama (lowa) Store 


Donald M. Lane of Vinton, Iowa, is the 
new owner of the Marvin J. Schoon jew 
elry store in Tama, Iowa. For the last 
16 years, Mr. Lane has operated a jewelry 
store in Vinton. Mr. Schoon plans to take 
a gemological course in Los Angeles. 
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'‘Pearlectomy’ Performed on possession. Mr. Rogers said his plans 
es by Bo for the future are indefinite. 
Television Show y utross Mr. Laraway has been an employee of KIRK ° 

Dr. James Je Boutross, owner of the the jewelry firm of G. W. Cooley & Son ta 
Empress Pearl Syndicate In Los Angeles, in Sidney, N. Y., for nearly 30 years. Since 1926 
recently made his first television ap- _ 
pearance on KTLA’s “Magazine of the ( iD 
Air” program. The program was seen Goldman Jewelry Co. Opens orpora ton 
both in Los Angeles and in San Fran- Third Kansas City Store : 
cisco, and featured Dr. Boutross _per- y The World's LARGEST 
forming a ‘pearlectomy’—a surgical re- Formal opening of the third store of the DIAL REFINISHING COMPANY 
moval of pearls from a previously un- Goldman Jewelry Co., was held October Assures You of TOP 
opened Martensii pearl oyster. 15 at 3105 Troost Ave., Kansas City, Mo. QUALITY & SERVICE 

The oyster was fluoroscoped, and in a Nearly 5000 square feet of ground floor, 

. zani d basement is occupied. Other 
sharp, clear picture four pearls were a a 
visible to the TV audience. Upon re- peor ager are at 1103 Walnut St., DIAL REFINISHING 
moval of the pearls by Dr. Boutross, ansas City, Mo., and 648 Minnesota Ave. 
two of them were found to be of good in Kansas City, Kan. CRYSTAL FITTING 
gem quality, while the other two were The store operates largely on a “self- 
entirely worthless. service” principle; in the silver and elec- BAND REPAIR 

This particular part of the program, trical departments, for instance, customers 
on a non-technical level and designed for may select their purchases and pay for offices: 
the entertainment of the public, was them at a center counter. 
considered an excellent public relations Herman Clurman will manage the new a he Sth 9 a fom S = 

licity boost for the industry. t Frank L. Kelly will |} ssistant eager homage at se ge ge y 
and publicit) ’ store, Fran - ACHY Wi De asek 1625 Broadway, Oakland 12, Calif. 
manager, and Mrs. Elsie Rosenblum will be Seaboard Bldg., Seattle 1, Wash. 
. in charge of fashion jewelry and silver. 29 E. Madison St., Chicago 2, Ill. 
Purchase Binghamton Store Goldman’s was established in Kansas University Bldg., Denver 2, Colo. 

The Ralph J. Rogers jewelry store at | City, Mo., in 1836 bv Lipman Goldman. 923 Penn Ave., Pittsburgh 22, Pa. 
a . ; 83 Walton St. N.W., Atlanta 3, Ga. 
30 Court St., Binghamton, N. Y., has Present operators are Fred Goldman, Sr., 108 W. Fayette St., Baltimore 1, Md 
been sold to Mr. and Mrs. Robert Lara- George L. Goldman and Fred Goldman, ' " ; ; 
way and the new owners have taken | Jr. Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 
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_Announcing 
SIZE Lowest 
” ” e 
5" x11 Price 
The new addition to Anson's Providence plant, which was officially opened September 19, Only 6 
is shown in the foreground of the artist's drawing above. Also shown are proposed future! Size ass 
additions and the firm's present buildings. Available Domes 
Anson, Inc., Providence manufacturer of In the past five years the size of the 
men’s jewelry, officially opened the new plant has increased from 6,000 square feet 
addition to its plant on September 19. to more than 50,000. A Pawtucket, R. L., 
The rapidly-growing firm, which has seen branch plant manufactures pumps and 
several expansion moves since it became safety devices which were designed for 
a men’s jewelry manufacturer after World use in the Anson factory but became so 
War II, also showed that its enlarged plant popular that they are now being made for $] 3 5 
facilities will not suffice for the growth others. 
“a in the next two or three years. The open house program that marked 24 ae 
‘hile the festivities were in progress the official opening of the new addition . , 
a display in President Olof p Romer was attended he emplovees and their fam- Lots of 6 (Min. quantity)........... $1.65 ec. 
office showed plans and drawings for fur- ilies, state and citv government officials ~uhe oo anaimmmemeineameremrma $1.36 ec. 
ther expansion. and leaders in the jewelrv field. The visi- I To nspnansttmisiiansiiicamniadaidl $1.45 ed. 
The new, modern addition — with its tors, numbering about 750, were given a Lots of 24 oF more... $1.35 ea. 
modernistic entrance—is a spacious, light, tour of the new building in three relays Individually Packed, 6 per Master Carton 
three-story brick structure which incorpo- and were served a buffet luncheon. Terms Net. FOB Chicago 
rates the features of modern factory con- Mayor Walter H. Reynolds of Providence 
struction. It provides 7,000 square feet extended congratulations on behalf of the pa acsats gif o> ea we 
of — " each floor, is 90 per cent air city and Rhode Island Secretary of State 
con itioned and is adequately lighted dur- Armand Cote brought greetings on behalf WW h id N it: 
ing daylight hours bv a generous use of of Governor Dennis J. Roberts. who was ouseno ecessities 
aluminum windows of the newest design. unable to attend. ect onsrcsctson saan erties: 
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Stock NOW for 
CHRISTMAS PROFITS! 


Car-Emblem Jewelry, Sterl- 
ing-Sculptured by WESTON 
goes like hot cakes! Keys 
for Cadillac (shown), 
Buick, Oldsmobile, Pon- 
tiac, Chevrolet, Ford, Mer- 
cury, Chrysler, De Soto, 
Plymouth; for M-G and 
Jaguar (give key num- 
bers), $6 each. Car Em- 
blem Cuff Links, $7.50. 
Emblem Key Chain, $5.00. 
Order NOW. Free price list. 


The BROTHERS CO. 


1707 Berkeley St., Santa Monica, Calif. 
































































Keystone prices. 
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ay importers of 
Y ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New York 10, N. Y 
AL. 4-104 


CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, W. Y. 
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WEDGWOOD | 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St, New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
CGALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3, N. Y. 







































The Southern California Guild of the 
American Gem Society announced recently 
that its second annual scholarship award 
has been won by W. J. Junkin, who for 
the past two years has been associated 


| with Van Deusen’s jewelry store of Santa 


Ana, Calif. 

The scholarship was awarded on the 
basis of a competitive examination open 
to a selected list of jewelers. 

Mr. Junkin has been in the jewelry 
business since he was eleven years old. 
He plans to start at once on his gemology 
course. 

The 1953-54 edition of the American 
Gem Society’s directory of its wholesale 
members is now being issued. Published 
by Society Headquarters in Los Angeles, 
the directory lists wholesalers, importers 
and manufacturers who are member firms. 

Goods and services of the firms listed 
are given, as well as the names of the 
individuals to contact. The booklet is dis- 
tributed to all Society members. 

In addition to the directory, a new set 
of six advertising mats has just been made 
available to its Registered Jewelers and 
Certified Gemologists by the American 
Gem Society in Los Angeles. The twin 
themes of these mats are: The value to 
the customer of dealing with the Regis- 
tered Jeweler; and the importance to the 
customer of dealing with a jeweler who 
has a sound background of gemological 
knowledge. The mats are illustrated. 





Twenty-Four Karat Club Holds 
Public Relations Workshop 


Approximately 100 members and guests 
attended the initial session of the Jewelers 
24-Karat Club public relations workshop, 
held September 12 at the Los Angeles 
Elks Temple. 

David G. Lieberman, president of the 
24-Karat Club, presided over the workshop 
meeting, first in a series of five such 
sessions which will be held through the 
remainder of 1953 and in the early months 
of 1954. Chairman of the evening was 
Arthur Ballard, of Ballard & Ballard, in- 
troducing the speaker, William Bender, 
widely-known southern California public 
relations counsellor. 

Mr. Bender’s talk appraised the meaning 
and value of good public relations, not 
only in relation to the jewelry field, but 
in regard to all industries. He pointed 
out that effective public relations is one 
of the cornerstones of successful retail and 
wholesale selling, and that it is one of 
the most valuable adjuncts for the jeweler 
who must establish and maintain good 
relations with the buying public. 


WEST COAST #23 


California AGS Guild 
Awards Second Scholarship 





Following the conclusion of Mr. Bender’s 
address, Mr. Ballard opened the meeting 
for a lively question and answer period 
between the speaker and his audience. 
Questions, in the main, were concerned 
in narrowing down the broad field of 
public relations to the specific problems 
of the smaller jeweler, and to the industry 
in general. 

The second workshop meeting is sched. 
uled for Tuesday evening, November 10, 
when three speakers will address the ses. 
sion. They are: C. O. Davis, display pro. 
motion manager of the Los Angeles Exam. 
iner; Morton D. Pelzner, noted display 
creator and authority from San Francisco, 
and Robert Svensson, advertising and 
publicity director for Harris and Frank 
stores in Los Angeles. Program chairman 
will be Percy F. Jones of E. W. Reynolds 
Co. 

The 24-Karat Club’s annual dinner-dance 
was scheduled for Thursday, October 29, 
at the Embassy Room of the Los Angeles 
Ambassador Hotel. This affair is the Club’s 
social highlight of the season, and it was 
expected that this year’s dinner-dance 
would be one of the most successful ever 


held. 





Reynold's Phoenix Division 
Holds ‘Open House’ at New Site 
The E. W. Reynolds Company’s Phoe- 


nix division held open house the week 
of September 20, celebrating the open- 
ing of its brand new, greatly enlarged 
quarters at 831 N. Ist Ave. Former 
location of the division was at 213 
N. Ist Ave. 

Serving jewelers in Arizona, New Mexi- 
co and West Texas, the new _ building 
is fully equipped to handle the expand- 
ing company business in this territory. 
Stockroom facilities duplicate on a small- 
er scale those in the Los Angeles and 
San Francisco offices. 

The new building, decorated in “west 
ern” style with cactus green fixtures, 
is air-conditioned and for speed and 
efficiency in handling goods, is laid out 
with wide-spaced aisles. 





Lindzey Changes L. A. Location 
John E. Lindzey, Los Angeles jeweler 
formerly located at 4000 West Pico Blvd, 


recently moved to new quarters at 1447 


Westwood Blvd. 
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MIDHURST CHINA CO. 
129 FIFTH AVE. © NEW YORK 3, N. ¥. 
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November 


6—Boston Jewelers Club, Annual Beef- 
steak Dinner, Hotel Statler, Boston, Mass. 

3.20—Manufacturing Jewelers Sales As- 
sociation, Wholesale Jewelry Buyers’ Mar- 
ket Week, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

8.290—New England Manufacturing 
Jewelers & Silversmiths Association. No- 
vember Jewelry Showing, Sheraton-Biltmore 


Hotel, Providence, R. I. 


January, 1954 


6-14—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

5-13—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

6-13—Carlton House China, Glass & 
Pottery Show, Carlton House, Pittsburgh, 
Pa, 

10-13—Miami Gift Show, McAllister Ho- 
tel, Miami, Fla. 

17-20—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

17-22—New York Lamp Show, Hotel 
New Yorker, New York. 

24-27—Washington Gift 
Willard, Washington, D. C. 

24-28—Mid-Winter Market Week, Parker 
House, Boston, Mass. 

24-29 — California Gift Show, Brack 
Shops, Alexandria and Biltmore Hotels, 
Merchandise Mart and individual show- 
rooms. Los Angeles, Calif. 

31-February 3—-Western China, Glass, 
Gift and Jewelry Show, Civic Auditorium, 


Show, Hotel 





Palace, St. Francis and Sir Francis Drake | 


Hotels, San Francisco, Calif. 

31-February 10— Registered California 
Gift and Dinnerware Show, Hotel Morri- 
son, Chicago, IIL. 


February 


1-12—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, ILL. 

1-12—Merchandise Mart Gift Show and 
the China, Glassware & Pottery Market, 
Merchandise Mart, Chicago, Ill. 

14-17—Pacific Northwest China, Glass, 
Gift and Jewelry Show, Seattle Civic Audi- 
torium, New Washington, Olympic Hotels, 
and Terminal Sales Building, Seattle, 
Wash. 

21-24—Ohio State Gift Show, 
Deshler-Hilton, Columbus, Ohio. 

21-24—Portland China, Glass, Gift and 
Jewelry Show, Publc Auditorium, the Plaza 
and Benson Hotels, Portland, Ore. 

21-25—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

21-26—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York. 

21-27—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and downtown show- 
rooms, Dallas, Texas. 

22-26—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

28-March 2—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

28-March 4—Detroit Gift Show, Hotels 
Statler and Sheraton-Cadillac, Detroit, 
Mich. 


Hotel 


March 


7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

8-12—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

21-24—Northwest Gift, Art & Housewares 
Show, Radisson Hotel, Minneapolis, Minn. 

21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 





STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION RE- 
QUIRED BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912, AS AMENDED BY THE 
ACTS OF MARCH 3, 1933, AND JULY 2, 
1946 (Title 39, United States Code, Section 
233) OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, PUBLISHED MONTHLY AT PHILA- 
DELPHIA, PA., FOR NOVEMBER, 1953. 

1. The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 
100 East 42nd St., New York 17, N. Y.; Editor, 
Lansford F. King, 100 East 42nd St., New 
York 17, N. Y.; Managing Editor, none: Busi- 
ness Manager, P. M. Fahrendorf, 100 East 
2nd St., New York 17, N. Y. 

_2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding 
one per cent or more of total amount of stock. 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
incorporated firm, its name and address, as 
well as that of each individual member, must 
be given.) Holders of more than one per cent 
of the capital stock outstanding of Chilton 
Company: Mary M. Acton, 260 Sycamore Ave., 
Merion Station, Pa.; Mrs. Beulah Fahrendorf, 
59 Drake Road, Scarsdale, New York; Dorothy 
5 Johnson, 1115 Fifth Ave., New York, New 
nr Mabel M. Musselman, 260 Sycamore Ave., 
oe Station, Pa.; John Blair Moffett, 1608 
Sen St., Philadelphia, Pa.—Agent for J. 
ag Pew, J. N. Pew, Jr., Mabel P. Myrin, 

ary Ethel Pew: Ethel G. Breen, Trustee u-w 
of Charles W. Anderson, Old Greenwich, Conn. 
—Beneficiaries: Robert C. Anderson, Percival 
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KE. Anderson, Charles W. Anderson, Jr., Annie 
L. Clark; Tradesman Land Title Bank and 
Trust Company, Trustee Estate of James Art- 
man, Deceased, 100 S. Broad St., Philadelphia, 
Pa. — Beneficiaries: Franklin Artman, Vera 
Watters, Alvin C. Artman, Elizabeth J. Art- 
man, Marion A. Pratt, George H. Pratt, by 
assignment, Edwin Moll, by assignment; Al- 
berta C. Sly, Executrix u-w of Frederick S. Sly, 
149-40 35th Ave., Flushing, Long Island, New 
York: Beneficiaries: Albert C. Sly and John E. 
Sly: Mabel M. Musselman, Mary M. Acton & 
John Blair Moffett Trustees u-w of Clarence 
A. Musselman, Deceased, 1608 Walnut St., 
Philadelphia, Pa. ; Charlotte M. Terhune, 160 E. 
48th St., New York, New York. 

3. The known bondholders, mortgarees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs two and three include, in 
cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear uvon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 


a bona fide owner. 
P. M. Fahrendorf 

(Signature of editor, publisher, business man- 
ager, or owner.) 

Sworn to and subscribed before me this 28th 
day of September, 1953. 
[SEAL] Mae E. Gatzenmeier 
(My commission expires March 30, 1954.) 























RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 





CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 





Recent sales conducted 
for: 
Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Coalburn Jewelry Store 
Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 





Entire Jewelry Stores 


Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 


15 West 47th St., New York, N. Y. 


Tel. Ju. 6-2334 
Alternate Tel. Lynbrook 3-8044 
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Westclox Announces 








By day nobody knows... that after dark 





CN 





Here, at last, is a clock to answer the 
needs of those millions of customers who 
have difficulty reading a clock in the dark. 
Now their problem is solved with the hand- 
some new Glo-Larm, a completely different 
kind of electric alarm from Westclox. Never 
before a clock face so easy to read in the 
dark! Instead of the luminous numerals 
and hands your customers are familiar with, 
the entire face of Glo-Larm is illuminated. 
A hidden light glows through the dial, clear- 
ly outlining hands and numerals. The time 
can be read at a glance, yet sleep is not 
disturbed by the light’s soft, gentle glow. 








The light can be turned to Bright, Dim or 
Off. Only 4” high, Glo-Larm is available in 
beige, aqua green or ivory. Bell alarm. It 
retails at $8.95 plus tax. Westclox is push- 
ing this new clock with national advertising 
in full color. Tie in at your store. There’s 
an untapped field of customers for this 
clock. And your profits will be handsome! 


WESTCLOX 














Made by the makers of Big Ben 


WESTCLOX, La Salle-Peru, Illinois « In Canada: Western Clock Co, Ltd., Peterborough, Ontario 






194 








THE JEWELERS’ CIRCULAR-KEYSTONE 














the new Glo-Larm 


his whole face glows and glows and glows! 





An entirely different kind of electric alarm clock, 
the Westclox Glo-Larm answers a great need, 
opens a big, new, profitable market for you! 


fo 34 KNOWS...THAT 
| APTER DARK 












1 


wrRODUCING L{negue EQM «UC Alarm 





HIS WHOLE 


We FACE GLOWS 
Be ano stows 


— lee WITH THE PURCHASE 
kK. i OF 4 GLO-LARMS 


Your customers can’t resist this 
try-it-yourself invitation. They 

G - reach for the switch. They click 
at it on to Bright, try it on Dim and 
then snap it Off. They’ll be 
delighted...and your sales will 
mount. 


ne “aes 




















r 1 
| 
GLO-LARM DEAL #1050 | | : 
(Includes 2 Ivory, 1 Beige, 1 Aqua Green 7 La Salle-Peru, IIlinois 7 
plus EREE Display ) | 

| Gentlemen: Please send me through my wholesaler___ 
S ELLS FO R eee $ 3 5 ‘ 80 : sets of Westclox Glo-Larm deals. | 
| 
COSTS YOU... 23.28 | MY NAME IS | 
LT | 
YOU MAKE...$12.52 . | “Ne : 
sities ieee l MY WHOLESALER IS | 
SEND THIS COUPON TODAY! | 
HIS ADDRESS IS | 
| 
Seneseceesensneipsterenmndensuiteninemanisienenrenetiinitaieaiainaeaaiiittia sini nasil nian J 
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Jewelry Making 


Kor Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating, and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I1I—Fundamental Jewelry Processes 


MERE is a method of uniting meta!s 
by means of a more fusible, lower melting, metal alloy. 
It is generally classified into two divisions: hard and soft. 
The hard solders are the strong, high melting, silver, 
gold and platinum solders; the soft are the compara- 
tively weak, low melting, tin-lead alloy solders. In both 
cases three things must be considered: the flux or sub- 
stance employed to keep the solder and metal clean, the 
solder used, and the amount of heat to be applied to the 
metal. 

The purpose of the flux: most metals oxidize when 
heated. The oxide prevents the solder from adhering and 
flowing. The flux facilitates the adherence and flow of 
the solder by: (1) forming a protective film to keep the 
air away from the metal, thus checking oxidation; (2) 
dissolving small amounts of oxide that have formed. 


HARD SOLDER FLUXES 


Until comparatively recent times practically all jewel- 
ers used borax as a flux. The borax, purchased in the 
form of a cone, is mixed with water to form a thin paste 
by rubbing on a hollowed slate. The flux is applied with 
a brush to both the joint and the solder. Ordinary 
household borax, mixed with water, can be used effec- 
tively. 

In recent years, commercia!ly prepared partially self- 
pickling fluxes have become popular. These fluxes do 
not raise the solder and parts to be soldered as much as 
borax. The commercial liquid fluxes are recommended 
for most hard soldering operations. 


THE SOLDERS 


Silver solder, an alloy of silver, copper and zinc, is the 
solder used for silver jewelry and copper, brass, bronze 
and nickel silver objects when very strong joints (tensile 
strength of silver solder—50,000 lbs.) are required. The 
melting point of the solder depends upon the percentage 
of zinc: as the percentage of zinc increases, the melting 
point of the solder decreases. Too much zinc, however, 
is detrimental to the metals being soldered, because zinc 
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burns holes into metals at high temperatures. Jewelers 
buy silver solders in three different grades: hard, medium 
and easy flow. 

It should be noted that the solders do not flow at the 
melting point but at a higher temperature: the flow point. 
On objects which require several soldered pieces, use a 
hard flow first and then an easier flow. A very low melt- 
ing (1175° F.) silver solder is available for soldering 
joints and catches to jewelry objects. For objects to be 
enameled, a high flowing solder (1460° F.) is used. 

Silver solders for jewelry work are purchased in sheet 
form. Twenty-six and 28 gauge are the most practical 
thicknesses. The solders are also available in wire form; 
14. gauge is popular with many jewelers. 

Sheet solder is cut into approximately 1/16 in. squares 
by first cutting strips of the required width straight up 
the solder almost to the top. Then cut across the solder 
to form as many squares as the job requires (fig. 4). 








Method of Cutting Solder 
First Then 
cut strips // cut across 
1 square —,, : 











FIG. 4—Method of cutting solder. 
Wire solders are often held in a small tube with an 
inside diameter the same gage as the wire. This way It 1s 


easy to hold small pieces of wire and on production 
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Coot can be measured only by “‘value”’. 
In watch-rate recorders, it’s the utmost 
usefulness, longest life, least interruption 
| of service, lowest maintenance cost that 

result in greatest return on your invest- 
ment. 





Many, many,—yes countless watch- 
makers will tell you the Watch-Master 
quickly pays for itself. Therefore, the 
original cost is just “peanuts”. 


BETTER BUY 
THE BEST 


AVAILABLE More Watch-Masters have been sold and are 
ON TIME PAYMENTS being sold than all other watch-timing 
machines in the World, combined. 





For a 
DEMONSTRATION name ie 


at your bench 
without obligation, Company 
mail the coupon today to— 














AMERICAN TIME PRODUCTS, INC. Street 
580 FIFTH AVENUE 
NEW YORK 36, N. Y. 





City State 
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work, since silver is a very good conductor of heat, the 
solder can be held without burning one’s hand. 


GOLD AND PLATINUM SOLDERS 


A lower karat go'd of the same color as the object 
being soldered can be used as a solder. In former years, 
jewelers would add silver, copper or brass to gold to 
lower its karat in order to make their solders. Today, 
practically all jewe'ers buy their solders prepared with 
the proper color and karat stamped on it. A gold solder 
stamped 14K Yellow is the solder used for 14K yellow 
gold. The karat of the solder does not necessarily indi- 
cate its flow point. An 18K solder can be made that will 
flow as easily as a 1OK solder by varying the type of 
alloy metal added to the gold. Gold solders for the 
same karat jewelry can be purchased with two or more 
me!ting points. 

Platinum has a very high melting point (3224°F.) and 
its solders require white heat to melt them. White heat 
is very detrimental to the eyes, so, for that reason, dark 
blue glasses must be worn when soldering platinum. 

Platinum can be welded. This is often done when 
joining the ends of a ring for a fishtail wedding band. 
The procedure is as follows: place a small piece of plati- 
num on the seam and heat until the platinum melts and 
fuses to the band. The required heat can be obtained 
with oxygen and gas flame, but not with a compressed air 
and gas flame. 

The usual platinum solders are 1200, 1300, 1400 and 
1600 degrees centigrade. A 1600°C. welding solder is 
also available. Since platinum will not oxidize, pickling 
is not required until the object is completed; the object 
is then pickled to remove the flux. A special commer- 
cially prepared flux is available for platinum soldering. 
It can also be soldered with the liquid self-pickling flux 
that is used for gold. 


HARD SOLDERING HINTS 


A flux must be used with all precious and semi- 
precious metals. Apply the flux to both the metal and 
the solder. Cleanliness is essential. Oxides, dirt, and 
grease must be removed by pickling, filing, emerying, 
or scraping. However, it is not necessary to pickle the 
object after each soldering for the flux will keep the 
metal clean. If the object looks clean, do not pickle until 
all the soldering operations are done. 

The seam must fit perfectly. Do not attempt to fill 
in holes for in subsequent soldering the solder will run 
out leaving objectionable spaces. Solder with a soft blue 
flame. Too much air or oxygen will produce a sharp 
flame that tends to oxidize and burn the solders and 
metals quickly. 

Heat the metals, not only the solder, for the metals 
must be hot enough to melt the solder. You cannot melt 
solder onto a cold metal. In other words, heat the area 
around the seam first (preheat) and then heat the seam 
and solder directly. 

Solder will run to the hottest metal or part of a metal. 
When soldering a smaller part to a larger, apply the heat 
to the larger first for if the smaller part is heated first, 
it will become red quickly and the solder will flow to it. 
The torch must be directed on both metals so that they 
become equally hot at the same time. 

Balling or bunching of the solder is usually due to 
under-heating or improper fluxing. The brown glaze 
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material on the seam after soldering is the borax. It jg 
removed by pickling. 

Do not attempt to hard solder an object that has soft 
solder on it. Soft solder when heated to red heat wil] 
burn into the metal. When soldering, the temperature 
of the metal can be judged by its color. The following 
are approximate temperatures: first red . . . 900° F. 
dull red ... 1100° F.; cherry red... 1400° F.; salmon 
red... 1660° F.; 14 K yellow gold melts . . . 1615° F,, 
sterling silver melts ... 1675° F.; copper melts . . . 198]° 
F.; white heat . . . 2100° F. 

Most gold and silver solders flow at about cherry heat 
or lower. Care must be taken not to heat gold and silver 
much above cherry heat or they will melt. Gold and 
silver objects are soldered on a charcoal or asbestos 
block. Experienced jewelers often hold the jewelry piece 
with a soldering tweezer and solder it while it is held 
in air. Platinum is soldered on a fire brick, often a 
piece of an old crucible. 

Irregular silver or gold shaped objects often are soldered 
in powdered asbestos. The powdered asbestos is mixed 
with water and molded to the desired shape so that the 
parts to be soldered lay properly. Sometimes the as- 
bestos is formed into a thick, flat piece and a hollow is 
carved into it of the desired shape. A large flat piece 
can best be soldered to the main part by first melting 
pieces of solder onto the back of the large piece. When 
cool, place the large piece where desired on the main 
part, clamp or bind in position if necessary, and then 
heat both metals until the solder remelts. This is known 
as sweat soldering. 

Filigree objects are soldered by combining the solder 
with the flux. The sheet solder is filed in order to get 
very fine filings and the filings are mixed with the flux 
to form a paste. The mixture of flux and solder is then 
applied to the wires. A very soft flame (not much air) 
is used to heat the object. 


HARD SOLDERING PROCEDURE 

The actual hard soldering procedure is comparatively 
easy. The following procedure for soldering a simple 
ring band should be valuable to beginners. The band 

















FIG. 5—Apply flux and small pieces of solder along seam. 


is formed and joined as explained in the chapter on rings. 

Binding wire may be used to hold the band together. 

Apply flux and small pieces of solder along the seam 
(Please turn to page 201) 
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ADVERTISING MANAGER 
ASSISTANT, AVAILABLE 


Two Years as Watch Mfg. 
Advertising Manager. 


Three years Agency Production 
Manager. 


Four years as a copy writer, 
CREATIVE, 
ADMINISTRATIVE, 


36, married— 


Write Box “C., 2752" 
JEWELERS CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 























GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
ast; and you can set any date you wish, to 





egin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


























REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 











A Valuable Handbook 


for the Jeweler 


3 §°° 


Postpaid 





Remittance with Order 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. 








New York 17, N. Y. 














SALESMAN WANTED 


ONE OF AMERICAS LEADING 
RING MOUNTING FIRMS 


has opening for an experienced, 
high calibre man to call on whole- 
salers and chain operators in 
Pacific Coast Territory — from 
Denver West. Exceptional oppor- 
tunity for right man. 


All replies held confidential 


BOX No. "L, 2766" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 
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VOID THICKENED OIL—When a customer brings 
in a bracelet watch that we sold two or three months 
ago, and same needs cleaning, as is so often the case, 
what should we do? Clean it and charge her for it? 
Clean it, no charge or return the watch to the factory? 


(Question No. 6294) V. K. 


Answer—The customer would feel poorly served if 
she had to pay for cleaning a watch three months after 
buying it new, so undoubtedly the watch should be 
cleaned without charge. Watches just sold to you should 
have oil in good condition, just as watches you sel! 
should have it so, when delivered to your customers. If 
a watch has been in your stock long enough for oil to 
thicken, you should not expect a manufacturer or whole- 
saler to clean it for you. What should be done, to be 
perfectly fair to everyone concerned, is to examine the 
oil in incoming new watches. If it is old and thick, make 
an adjustment at that time with your wholesaler. Before 
a customer takes a new watch out, examine it and clean 
it if the oil is found thickened. This policy followed 
regularly will avoid any trouble, at either end of the 
matter. 


Py AViGASION TIMEPIECES—What is the purpose 

of the large watch movements, mounted in mahogany 
hinged cases, and swung in gimbals like ship’s chro- 
nometers; who makes them, and where can they be pur- 


chased? (Question No. 6295) J. L. 


Answer—Probably what your question refers to, is 
certain extra large watch movements with lever escape- 
ments, mounted in wooden cases, the movements sus- 
pended on double ring gimbals intended for use on small 
water-craft like submarines, destroyers, etc., for naviga- 
tion timepieces; and for jewelers watch-regulating, or 
window timepieces, etc. These “chronometer” mounted 
watches have been made at different times by most of the 
American and some of the Swiss watch factories, and 
you could learn which of these firms may have such time- 
pieces available for purchase now, by writing to any or 
all of the firms, whose addresses you no doubt know. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


—_— GLASS STOPPER—We have a bottle, with 
a ground-glass tapered stopper that has become stuck 
in the bottle neck by some dried substance. Is there any 
liquid or solution that can be applied, to dissolve the 
substance and free the stopper? (Question No. 6296) 
M. T. 


A nswer—this problem can usually be solved by try- 
ing the following moves, in turn, until the one is found 
that will free the stopper: (1) Hold bottle firmly down 
on tab'e with left hand; place right-hand fingers on 
stopper with the thumb against the neck or shoulder of 
the bottle; pull forcibly sidewise on the stopper; if a 
“click” sound is heard, the stopper is free and can be 
withdrawn. (2) Hold bottle in hand, and with a piece 
of soft wood tap the stopper first on one side then on 
the opposite side; watch carefully for the first indica- 
tion that it is free. (3) Dip an end of a piece of cloth 
in very hot water; quickly wrap this around neck of 
bottle, the dry part covering the part with hot water on 
it; hold bottle down against table; then pull stopper out- 
ward; the expansion of neck of bottle may free the tight 
stopper, but the pulling must begin before the heat can 
penetrate and expand the stopper, too; that is, the opera- 
lion must be performed very quickly, to be successful. 
It is generally a waste of time to try dissolving any ad- 
hesive substance from between the stopper and its seat, 
to remove the stopper; the exposed edge surface of any 
adhesive substance is so little, that this way works too 
slowly to be effective. 


— SPOT ON GOLD—From a damaged ther- 

mometer tube, some drops of quicksilver fell on a 
yellow gold watch case, which now has several white 
blotches on it that we cannot polish off. What can be 
dome to remove the spots? (Question No. 6297) T. H. 


A nswer—“Quicksilver” (mercury) spots can be re- 
moved from a gold watch case by heating the mercury- 
charged gold over an alcohol-lamp or bunsen-gas flame, 
or on an electric hot-plate; or by using any other source 
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of heat that is smoketess. After the gold has become 
hot, you will see the white mercury-color gradually dis- 
appear. Lay the job aside for a few hours. If more 
of the white color appears on the surface, heat the gold 
again. Repeat this until no more white comes to the 
surface. Heat evaporates the mercury and drives it off 


the surface of the gold. 


ware CLEANING RINSE—Is white gasoline satis- 


factory as a rinse for watch-cleaning machines? 


(Question No. 6298) M. W. 


Answer—By “white gasoline’ we assume that you 
mean any gasoline that is not treated for “anti-knock” 
effect, as some of the treated gasolines are colored chen- 
ically to distinguish them from untreated liquid. Answer- 
ing your question, we will say that more satisfactory re- 
suits can be obtained if you wi!l use some peiroieum dis- 
tillate of a higher degree of volatility than ordinary 
gasoline. These more highly refined products are classed 
as “dry cleaners’ fluids” in the petroleum trade. A very 
satisfactory type of dry cleaning fluid for rinsing watch 
parts is marketed under the trade mark “Neuvogene,” 
and this is manufactured by the Neuvogene Company, 
4719 Hatfield St., Pittsburgh, Pa. If none of your local 
gasoline dealers can supply you with good dry cleaners’ 
fluid, you could buy Neuvogent directly from the manu- 
facturer by ordering from the firm at the address given. 


TOP-WORK GEAR SETTING—I have a Waltham 
eight-day banjo clock for repair. I cannot find any 
faults in train or escapement, but the clock doesn’t run; 
somehow the power fails. The wheel the weight is wound 
on is a double one, with a spring between the wheels. 
Could you give me any hints about cause of the trouble? 


(Question No. 6299) H. A. 


A nswer—We believe the cause of this trouble is that 
the stop-work was not set correctly when the movement 
was reassembled after cleaning. On the outer side of the 
front plate of the movement you will see a gear-wheel 
mounted on the winding-arbor, meshing with another 
gear wheel that turns on a stud or center screwed to the 
plate. At one point, instead of the usual space formed 
between neighboring teeth, the metal there is uncut and 
fills in the place between these two teeth. Before putting 
on the dial, and with the weight run down and resting 
on the bottom of the clock case, replace the stop-work 
gears with the solid space “behind” the direction in which 
the gears will turn while the clock is being wound. After 


winding up fully, release the drum-click and let the weight 
down fully, then-re-wind to make sure that you have set 
the stop-work gears correctly, to allow of eight days’ run 
of the weight. 

The double wheel arrangement with a spring between 
the wheels, is a “maintaining-power’’ device, for keeping 
the clock train moving forward during winding of the 
weight; otherwise, the train would be forced backward 
while winding. This, we believe has nothing to do with 
your problem. 


eet NEAR DIAMONDS—In a ring with 
three diamonds set in, when heating one of the set- 
tings in repairing it, is it advisable to remove the dia- 
monds from the other settings, to avoid damaging the 


stones? (Question No. 6300) S. A. 


A nswer—lIn the case of pieces of diamond-set jewe!ry 
in which the diamonds are in good condition (not 
cracked or badly flawed) it is not necessary to demount 
the diamonds adjacent to the setting that is being sol- 
dered. In fact, diamonds can be made red-hot without 
damaging them if the work is handled properly. What 
should be done, however, in preparing the job for heating, 
is to wind around the neighboring diamonds in their 
settings some heat-resistant material like asbestos wool 
or asbestos yarn, to a reasonable thickness, after first 
coating the settings and stones with a solution made by 
dissolving boracic acid crystals in grain alcohol, then 
warming the piece of jewelry to assist deposit of the acid 
over the work. 


EMOVING CLEAR LACQUER—Please tell us the 

best way to remove lacquer coating from silver- 
plated goods, that has become scratched and peeled off 
in spots. (Question No. 6301) P. C. 





Answer—tThe lacquer coating can be removed by the 
use of denatured alcohol. If the piece of work is of small 
size, immerse it for 10 or 15 minutes in a container of 
the alcohol. Upon removal from the liquid, if any por- 
tions of the lacquer still adheres to the piece of ware, rub 
these with a rag or brush, wet with alcohol, until the 
lacquer is all removed. Then rinse the piece with water, 
preferably hot; dry with a clean rag and if necessary, 
finish the job by repolishing it. For any article too large 
for immersion, rub the old lacquer off with brush or rag 
dipped in the alcohol, and finish the job as instructed 
for the smaller sized jobs. 





Jewelry Making 


(From Page 198) 


(fig.5). Place the band on a charcoal or asbestos block 
and then heat slowly until the water in the flux evapo- 
rates. Now apply the heat directly to the seam, heating 
both sides evenly, until the metal turns red and the 
solder melts and flows. Often the solder forms a small 
ball before it flows. Remove the heat immediately after 
the solder flows in order to avoid melting the band too. 
After the band has cooled sufficiently, remove the binding 
wire and pickle the band to clean it. 
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A poker (usually a 6 in. long piece of 3/32 in. rod) 
is a very important tool when soldering. Quick, accurate, 
clean soldering can be done with it by heating a small 
piece of solder on an asbestos or charcoal block until the 
solder melts and forms a ball. While still heating the 
solder, touch the tip of the poker to it. The solder will 
adhere to the poker. Now heat the metal to be soldered 
to the proper temperature and, while heating, touch the 
solder, still on the tip of the poker, to the seam. The 
solder will melt and flow into the seam. Immediately 
after the solder flows remove the poker and the heat. 

The poker can also be used to shift parts, while they 
are hot, that have moved out of position. 
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Ronson “Triumph” Display 
In 3-D for Window or Counter 





A three dimensional window and counter 
display demonstrating Ronson’s newest 
development in the cigarette lighter field, 
the easy-to-fill, swivel bottom Triumph, 
is now being offered free to dealers, it 
was announced by Ronson Art Metal 


Works, Inc. 


The display is lithographed, measures 
114% by 9%” and dramatically illustrates 
the features of the new pocket lighter. 
An expandable spiral of bright blue is de- 
signed to project an actual Triumph 
lighter, creating a three dimensional effect. 


Colorful Display by Bulova 
For "Goddess of Time" Model 


The new Bulova “Goddess of Time” 
easel type display is handsomely designed 
of heavy duty cardboard printed in four 
colors and gold. The display is richly 
embossed. 





Burova Bes 


* Fn 
« PDIP 


SKS WITH Ore MDRDS 





23 iewata 


Se aad “ao” 







Pedestals are placed in a series of steps 
for three of the new Bulova “Goddess of 
Time” watches. All jewelers who feature 
these watches will receive the display. 
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Annual Sales Convention 
Held by Chas. D. Briddell 


The second annual Carvel Hall sales 
convention of Chas. D. Briddell, Inc., was 
held recently at Crisfield, Md., site of the 
new Briddell plant. Thirty-three of the 
firm’s field representatives, including man- 
agers of its nine regional sales offices, 
were present. 

High point of opening festivities was 
presentation by regional managers to the 
company of an oil painting of its founder, 
the late Charles D. Briddell, Sr. 


Bron-Shoe Now Offers 
Silverplating Service 
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The Bron-Shoe Co., 269 E. Broad St., 
Columbus 15, O., has announced that, in 
addition to its baby shoe bronzing service, 
it is offering quality silverplating of flat- 
ware, hollowware and antiques. 

A beautiful free display card, as shown 
above, is available from the firm. 


Ralph Singer Co. 
Starts Big Ad Campaign 


The Ralph Singer Co. announces that it 
is launching for this fall its biggest ad 
campaign, featuring highlights of its fall 
costume jewelry line. Articulated brace- 
lets, earrings, pins and necklace and ear- 
ring sets are included in the line, which 
the firm says carries a lifetime guarantee 
that the gold or rhodium plating will never 
wear off, and that the imported rhinestones 
will retain their brilliance indefinitely. 

Sample kits, dealer mats and other pro- 
motional aids are available from the firm 
at 656 N. Western Ave., Chicago 12, III. 





Feature Ring Supplies 
Sales Promotion Kit 





A comprehensive sales promotion kit, 
pictured in the photo, is now available 
to the trade from Feature Ring Co., Henry 
Peterson, president, has announced. 

A 36-page promotion book highlights 
the advantages of an interlocking wedding 
and engagement ring set, and _ illustrates 
new Feature Lock ad mats and new me 
chanical displays. A “Calendar of Diamond 
Ring” events, with promotional themes, 
and a complete list of Feature Lock dealer 
helps are included. 


—— | 


Counter Cabinet Supplied 
By Craftsman with Order 


Along with Craftsman’s special assort- 
ment No. 7950, retailers will receive this 
handsome blond wood, self-selling counter 
cabinet, 16%2 by 12 in., with glass front 
and rear stock bin, it was announced by 
I. Smallman & Sons Co., Paterson, N. J. 





The assortment consists of 20 highly 
styled, stitchless construction men’s and 
women’s billfolds, ranging from $2.90 t 
$7.50. Retailers cost is $42.75, including 
the cabinet. 


THE JEWELERS’ CIRCULAR-KEYSTONE 



































"Career Girl" Watch 
1s Awarded by Hamilton 





The Hamilton Watch Co. has announced 
a series of awards to career girls who are 
making outstanding contributions in their 
chosen fields. At the firm’s New York 
ofice, the first “Career Girl’ watch of 
Hamilton’s new Illinois line was presented 
to Sally Forrest, young dramatic actress, 
shown in the picture with John Hall of 
Hamilton. 

The awards were inspired by _ the 
“Career Girl” Illinois watch model, re- 
cently introduced by Hamilton over 24 TV 
stations. They will be given to outstand- 
ing career girls in such fields as teach- 
ing, nursing, modeling and homemaking. 


Motion 3-D Display 
In Keepsake's Ad Campaign 


Moonlight and motion furnish an ap- 
pealing setting for this new display by 
Keepsake diamonds. The doll bride at- 
tracts the eye as it rocks back and forth 
within the silver-speckled moon. Colors 
are deep blue and gleaming white. 


hecprake 





The display is part of Keepsake’s ex- 
panded 3-D sales and advertising cam- 
paign. New ring boxes are used and de- 
signed by Raymond Loewy along sweep- 
Ing modern lines. 

The firm considers the design of the 
new Keepsake box so revolutionary that 
4 patent application has been filed for 
it. Unusual “mounts” in the ring pad pre- 
sent the ring in a new manner, affording 
maximum display value. 
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Flex-Let Sponsors 
Two TV Shows 


The Flex-Let Corp., makers of Flex-Let 
watch bands and identification bracelets 
and Beau Brummel men’s jewelry, has 
initiated a television campaign, which the 
firm states is the most impressive in its 
history. 

The schedule consists of two programs, 
“Public Prosecutor,” an exciting mystery 
drama starring John Howard and Anne 
Gwynne, and “Yesterday’s Newsreel,” films 
and stories of famous faces, places and 
events of the past, such as Theodore 
Roosevelt. 

The programs are covering major IV 
markets from coast to coast and are spon- 
sored each week exclusvely by Flex-Let. 
Supplementing these shows are a series 
of 20 second and one minute TV spot 
announcements. 


Waterman Lady Corinth Pen 
Comes with Evening Bag 





Photo shows Waterman’s Lady Corinth 
pen and pencil set packaged in an at- 
tractive Lucite evening bag, which can be 
used as a purse or jewel box. 

Measuring 6 by 4 by 1%", the package 
has a fine metallic and stain fabric in the 
lid, a full plate glass mirror inside the 
lid and a satin lining with pockets in the 
other half. It comes in white and gold 
stripes, mandarin red and gold, or black 
with sequin design. 

Price of pen and pencil set complete 
with package is $15.95. The bag sells for 
the price of the pen and pencil set alone. 


George Jessel Visits 
Gemex Sales Convention 


Georgie Jessel, star of the new “George 
Jessel Show” on ABC-TV, Sundays at 6:30 
p. m., EST, brought his famous personality 
to the fall sales convention of the Gemex 
Watchband Co., recently, in Newark, N. J. 

William Swartman, Gemex sales and ad- 
vertising director, announced that the com- 
mercials on each Gemex-sponsored “George 
Jessel Show” would include three men’s 
and three ladies’ watch bands. Special 
closeup shots will feature all Gemex watch 
bands on the screen, and Jessel will do 
the live commercials himself. 





Elgin American Announces 
Dealer Aid Material 





Highlighting Elgin American’s list of 
dealer aids this fall are eight new dis- 
plays. Attractively lithographed in full 
color, copy and design tie in with the 
company’s consumer advertising theme. 

Each display is designed to do a spe- 
cific selling job on a particular product 
at point of sale. The following product 
groups are represented: lighters, signet 
compacts, carryalls, musical compacts, 
mirror-lipsticks, “lite-o-matics,” hand paint- 
ed compacts and greeting compacts. Pic- 
ture is display for Elgin American’s 
“World’s Thinnest Lighter.” 

The displays are provided free of charge 
and shipped with orders for the featured 
merchandise. 


Two Types of Silverware 
By International in One Chest 


This “Modern Living Chest” has been 
introduced by the International Silver Co., 
which states that it is an up-to-date ar- 
rangement to satisfy the entertaining re- 
quirements of newlyweds and families now 
wanting a new complete flatware service. 


egage® 
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Only 23” in over-all length, the chest 
is functionally styled with two individually 
covered compartments. One section contains 
a 52 piece service for eight in 1847 Rogers 
Bros. silverplate. A choice of six sculp- 
tured 1847 patterns is offered. 

The second section holds a handsome 
26 piece stainless steel service for six in 
the polish-free, contemporary “Lordship” 
pattern. It is for everyday use and casual 
entertaining. The chest is designed to re- 


tail for $99.75. 
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The Stage is Set—for Your Christmas Selling 


Manufacturers Initiate Holiday Advertising and Promotion 
With Intensive Ad Campaigns, Arresting Displays and Mats 


Christmas Mats Offered 
By Reed & Barton 


Added to the firm’s basic “Admaker” is 
Reed & Barton’s latest newspaper mat 
supplement, featuring a wide selection of 
Thanksgiving and Christmas ads. 

Mats range in size from 2 column by 
6” to 3 column by 10”, and cover both 
sterling flatware and plated and sterling 
hollowware. All mats are free. 


Very Active Christmas Display 
Distributed by Kreisler 


Action, light and sound are the atten- 
tion-compelling devices of an unusual 
Christmas store window display made 
available by Jacques Kreisler Mfg. Corp. 

The bell in Santa’s hand swings so 
that the button taps the window attract- 


ing passers-by, and at the same time the 
light in the lamp flashes on and off. 

The plaque held by Santa, which dis- 
plays Kreisler men’s jewelry, is easily 
removed and can be used as a permanent 
display after Christmas. 

Constructed of sturdy cardboard, in full 
color, 17” high, 16” wide and 10” deep, 
it is available to jewelers gratis through 
local Kreisler salesmen. 


1953 Christmas Catalog 
Issued by Adler-Jones 


A Christmas display catalog has been 
issued by Adler-Jones Co., 521-525 S. 
Wabash Ave., Chicago 5, Ill. Among the 
many new holiday decorations are minia- 
tnre musical instrument novelties, styro- 
foam specialties, glitter material and mo- 
tion displays. 

Of special interest is a “Twinkling 
Forest Setting” and “Santa-the-Postman” 
promotion. 
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Elgin Christmas Display 
Counts Off Shopping Days 


RGR Seags 


Elgin National Watch Co.’s Christmas 
display has pretty Trudy Golden, decked 
out in holiday regalia, standing behind it 
in this picture. 

Equally effective for window or counter 
use, the colorful, five-piece display in bril- 
liant “crystafoam” features an attention- 
compelling notice. Removable panels in the 
center section tell holiday shoppers just 
how many gift-selection days they have 
left until Christmas. 


Colorful Christmas Display 
is Free From Rolfs 


Suitable for window or counter use, this 
attractive Rolfs display of men’s acces- 
sories consists of five pieces, and is avail- 
able without charge. 

Main center of attraction is a modern 
Christmas tree in gold, lending a rich 
holiday atmosphere. Other display pieces 
are in gray and red, and a large sheet of 
red cover stock is supplied, on which to 
locate all of the elements. 





Universal Christmas Display 
Pyramids Many Housewares 


Universal is climaxing its holiday elec. 
tric housewares program with a full line 
promotion, and one of its features is this 
Christmas display. 

Especially built for Universal electric 
housewares, this gaily colored display jg 
for counter use and shows a gift wrapped 


box upon which stands a realistic Christ- 
mas tree, designed for use as a pyramid 
display. 


Hamilton's Christmas Campaign 
Heavy on Local Level Promotion 


The Hamilton Watch Co. has launched 
an extensive Christmas advertising cam- 
paign, with promotion at the local level 
being a principal part. A variety of sales 
aids are offered to the jeweler. 

Colorful and inviting Christmas booklets 
on Hamilton and Illinois watches have 
been designed for customer circulation. 
The one on Hamilton watches leads off 
with the intimate Christmas sentiments 
of Peggy and Jim, Hamilton husband and 
wife personalities, designed to get any 
customer’s interest. To mail these booklets, 
Hamilton offers to furnish mailing service 
at cost. Book matches for both Hamilton 
and Illinois watches, 24 sheet posters and 
blotters are also ready for the jeweler. 

Radio spot announcements, featuring 
Andre Baruch, and 13 fifteen-minute radio 
shows, the Lady Hamilton radio program, 
are available without charge. A free Ham- 
ilton TV kit is waiting for jewelers who 
advertise over TV. Special Christmas 
newspaper mats have been sent to news 
papers, and jewelers are urged to tie in 
with them. 

National Hamilton TV advertising bene- 
fits the jeweler through “Your Jeweler’s 
Showcase,” appearing in 24 top-ranking 
TV markets every other week, and dealers 
are offered promotional aids to tie in with 
the show. 
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Displays and Other Aids 
For Christmas by Anson 





Especially designed for the gift selling 
Christmas season are two point of sale 
displays by Anson, makers of jewelry for 
men. Both units are compact and designed 
for the retailer who wants to show a small 
but attractive display of men’s jewelry. 
One is horizontal in design, and the other 
is vertical, pictured above. 

Other Christmas helps are a consumer 
booklet, showing a wide assortment of 
Anson’s jewelry. It is free to retailers, 
but, if store name is to be imprinted, it 
is $3.50 for each 2,000. A Christmas mat 
portfolio of 38 illustrations is also avail- 
able. Mats and booklet should be ordered 
from the advertising department of Anson, 
Inc., 24 Baker St., Providence 5, R. I. 
The displays are at Anson distributors. 
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Gruen “Autowind" Watches 
Featured in Christmas Kit 





In this colorful Christmas promotion kit, 
Gruen Autowind watches are featured. In- 
cluded, in addition to a complete selection 
of newspaper ads, are window stickers, 
streamers, display cards. 

A novel dimensional display is in the 
kit to introduce the new Autowind for 
women. 
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Elgin's Christmas Promotion 
Extensive with Ads, Sales Aids 


The advertising and promotional cam- 
paign of the Elgin National Watch Co. 
for the 1953 Christmas season has its high 
point in a two and one-half page Christ- 
mas magazine ad which shows 27 specially 
selected watch models covering the entire 
Elgin price range. The four color display 
ad will appear Nov. 21 in the Saturday 
Evening Post, Dec. 7 in Life and in De- 
cember issues of Farm Journal and Pro- 
gressive Farmer. 

TV spot announcements and two color 
newspaper ads are also in the campaign. 

Direct dealer aids include window 
streamers, newspaper mat proofs, wire 
hangers, color displays, radio scripts and 
direct mail copy. A colorful folder for 
customers displays the same 27 specially 
selected Elgins, tying in with national 
advertising. 


Waltham Watch Runs 
Extensive Ad Campaign 
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A broad fall and Christmas national ad- 
vertising campaign has been announced 
for the Waltham Watch Co. by Teviah 


Sachs. president. 


Advertising will include a full page in 
color in Lijfe, large space in Vogue, Esquire, 
the national edition of the Christian 
Science Monitor and the Kellogg group of 
14 railroad magazines. 


The Life ad will stress 12 Waltham 
watches, ranging from $39.75 to $250, and 
with diamonds up to $4,500. A second 
theme will be Waltham’s history through 
five major periods beginning in 1850, em- 
phasizing the firm’s tradition and _ back- 
ground as America’s first watchmaker. 
Such an ad is shown in the photo. 


Waltham is also participating in the 
following radio and TV shows: “Glamour 
Girl,” “Stairway to Stardom,” Herb Shel- 
ton’s “TV Sewing Circle” and “Voice of 
the Turtle.” 





New and Varied Mat Book 
Published by Speidel 





As a merchandising aid to help jewelers 
tie in with the two Speidel TV network 
shows, “Danny Thomas” (ABC) and 
“Name That Tune” (NBC), Speidel Corp. 
has announced pvblication of a new fall- 
Christmas mat book. 

The firm says that it is a new type of 
mat book because it provides for the news- 
paper needs of every kind of retail jeweler. 
Consisting of nine pages, the 17 by 22” 
mat service includes 47 complete ads plus 
39 separate drop-in mats of merchandise, 
in various art styles. 

The book is divided into six basic sec- 
tions, consisting of fall and Christmas, the 
different Speidel. products and drop-in art 
for individualized construction of ads. 

Picture shows the cover and some typical 
ads in the Speidel’s mat book. All ads 
are constructed to give maximum store 
identifiation. 


— 


Swank "Gift Shop" 
is Large Display 


Swank, Inc., is offering to jewelers an 
arresting display, called the “Swank Gift 
Shop,” which the firm says is test-proven. 
Shown in the photo, the first three shelves 
feature wallets, cuff links and men’s jew- 
elry. The bottom shelf is a base on which 
belts and toilet kits are displayed. 





The Swank Gift Shop will be advertised 
with a four color, two page spread in Life 
and four color, full pages in the Saturday 
Evening Post and This Week. 
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Parker Offers Motion Display 





Four new Parker “21” displays are be- 
ing offered by the Parker Pen Co. De- 
signed as the center piece among them 
is a large motion display, revealing the 
heads of three models moving into view 
behind a Parker “21.” The pretty girls 
appear one by one, until all are smiling 
at the customer. Opposite their faces are 
eye-catching slogans. Then this cycle is 
repeated. The other three displays utilize 
the same models, and are designed to be 
used with the animated display. 


Semca Clock's Tie-In Campaign 
With "From Here to Eternity” 


The Semca Clock Co. has announced 
that Loew’s theaters have selected the new 
Semca clocks for a big advertising and 
promotional tie-in with the motion picture, 
“From Here to Eternity.” 

A complete program is in preparation, 
including Loew’s contest tie-in and national 
radio and TV publicity. 

For complete details, retailers should 
contact their local Semca distributor or 


Semca at 30 Irving Place, N. Y. 3, N. Y. 





Omega Watch Meeting 
On International Plans 





A five-day parley of Omega agents to 
discuss international advertising and mar- 
keting plans was held recently in New 
York at the Norman M. Morris Corp., 655 
Madison Ave., U. S. agent for Omega. 

In the above photo are shown (left to 
right) Adolphe Vallat, general managet 
of Omega; Jim Ellers and A. W. Lewin 
of Lewin, Williams & Saylor, Inc., ad 
agency for Omega in the U. S.; Joseph 
Holzer, Mexico; Rona Monell, tashion 
director of LW & S; Bernard M. Kliman. 
advertising director of the Morris Corp.; 
Norman M. Morris; Kenneth Hatch. 
Canada; Charles Bauty, Switzerland; Paul 
Dorot, France; Carlo De Marchi, Italy; 
and Jim Vallat, with the Morris Corp. 
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Mido Advertising Campaign 
Largest in Its History 


The Mido national advertising program, 
designed to break in time for Christmas 
gift giving, has been announced as the 
largest in Mido’s history by S. Stanley 
Moser, executive vice-president of Louis 
Aisenstein & Bros., Inc. 

The ad campaign will highlight the 
self-winding and the water-resistant fea- 
tures of the Mido watch, emphasizing that 
Mido’s ladies watches also have the same 
qualities as the larger models for men. 
The ads will list Mido’s four “Torture 
Tested” features and explain them; they 
will also challenge the consumer to test 
any watch against Mido accuracy and 
quality. 
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Longines-Wittnauer Distributes 
Football Home TV Guide 
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Longines-Wittnauer has prepared a new 
“service booklet” on football television 
broadcasts. It is called the “National 
Home TV Guide for the Football Game of 
the Week,” and the firm states all the 
games listed are Longines-timed. In addi- 
tion to schedules, the booklets give other 
information of interest to the football fan. 
They have been distributed through Lon- 
gines-Wittnauer jewelers. 





Guarantee Offered by Klampert 
On Ring Diamonds Falling Out 


The Irving Klampert Co., New York, 
N. Y., makers of Happiness diamond rings, 
has come forward with a guarantee that 
diamonds set in a ring mounting of the 
firm will never fall out under normal con- 
ditions of wear. This claim is based on 
use of a new precious metal alloy, “Plat- 
inum Formula No. 11,” and the manufac- 
turers say it is exclusive with them. 

According to Irving Klampert, head of 
the firm, the new alloy is the hardest and 
strongest of all standard mounting metals 
in use, including palladium, gold and 
platinum, thus insuring inflexible prongs 
which lock the diamond securely in the 
mounting. 

Should an accident occur in normal ring 
wear and the diamond fall out, the Klam- 
pert Co. will replace the lost diamond free 
of charge, provided the ring is brought into 
the jeweler for inspection once every six 
months. A written guarantee to this effect 
is provided each ring purchaser. 








Oneida Awards Prizes 
in Dallas Gift Show 





At the recent Dallas Gift Show held at 
the Baker Hotel in Dallas, Texas, Oneida 
Ltd. conducted a missing piece puzzle 
contest. Six jewelers were winners and each 
received valuable prizes from the company. 

The picture shows one of the winners, 
Mrs. George Louviere of Sulphur, La.,, 
being presented with a starting set in 
Heirloom sterling by Bill Kaier, one of 
Oneida’s representatives. 





McGraw Electric Co. Initiates 
Big Advertising Campaign 


According to W. E. O’Brien, general 
sales manager of the firm, McGraw Elec- 
tric Co. will launch the biggest advertising 
campaign in its history. The selling slogan 
will be “Pin up record sales with McGraw 
Electric Company.” 

Eyecatching ads in both color and black 
and white will run in such media as Look, 
McCall’s, Holiday, Saturday Evening Post, 
New Yorker and This Week. 





TV Screen and Flasher, 
A Dramatic J-B Display 
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A clever simulated TV set display, called 
the “Sell-E-Vision,” is available from Ja- 
coby-Bender. 

An automatic flasher transforms a blank, 
mirror-like 10” screen into a showcase for 
J-B watch bands, through using translu- 
cent “Mirro-Brite” metalized acetate. 

Silk screened in red on the outside of 
the screen is the legend “Beautify Your 
Watch” and a white outline of the firm’s 
triangular trademark. The inside face of 
the transparent mirror has “J-B,’ which 
appears within the trademark when the 
flasher goes on. At the same time, the 
screen becomes transparent, showing 4 
complete stage setting with three actual 
bands. 
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Modern Mirror Available 
As Deltah Dealer Aid 





This Deltah dealer aid is a modern 
mirror, attached to a bleached wood base 
with a swivel joint. Customers can realize 
instantly how they look in a Deltah neck- 


lace. 

The mirror is supplied withou: charge 
to jewelers who order the Deltah Fall °53 
group, consisting of white ermine neck- 
laces and collars, Newport bracelet and 
Palm Beach ensemble. Deltah wholesalers 
should be contacted for complete infor- 
mation. 


Bulova Niagara Falls Test 
Included in Spot TV Film 


The Bulova Watch Co. recently pre- 
viewed a new series of 20 second, one and 
two minute TV spot commercial films. 
These films will shortly be available to 
leading promotional minded jewelers for 
the coming Christmas season. 

A highly unusual experiment was incor- 
porated into some of the films. A self- 
winding, water and shock resistant Bulova 
“Clipper” watch was taped to a_ heavily 
weighted balloon and dropped into the 
Niagara River above the Falls. No attempt 
to protect, enclose, pad, cushion or ease 
the ensuing shocks and water pressure 
was made. 





With the balloon serving as a marker, 
the watch was swept along over the brink 
and made the 160 foot drop into the 
churning river below where it was carried 
to a point where it could be retrieved. 
This dramatic experiment is included in 
Some of the new spot commercial films, 


which are narrated by Lyle Van, the news 
commentator. 
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Douglas Young Patents 
Rosette Snap Hinge Box 


Douglas Young, Inc., Pawtucket, a oe 
package designers and manufacturers an- 
nounce they have obtained a patent on the 
rosette snap hinge box. 

The firm says package designers have 
recognized that the rosette type is the 
simplest and most practical way of hing- 
ing a snap hinge box because of the 
method used to stamp holes. Sharp points 
are formed around the edge of each hole. 
Passed through the matching holes in the 
top and bottom of the box, the rosette 
points are folded back for a permanent 
bond, eliminating the need for rivets or an 
outside hinge covering. 

Patents have been received in the U. S., 
and are pending in Germany, France, 
England and Canada. Some box makers 
will be licensed for the use of the hinge. 





o- 


“Glitter-Glow" by Mautner 
Adds Sparkle to Displays 





“Glitter-Glow” has been introduced by 
the Mautner Co., manufacturers of trays, 
displays and platforms. 

The innovation is an oscillating blue 
light, designed to increase the selling 
power of jewelers’ windows by adding new 
sparkle and lustre to diamonds and other 
pieces, 

All-metal unit is 9 by 11% by 7% in., 
has gray crackle finish, can be used with 
equal efficiency on walls, ceilings or side- 
walls, and requires 110 volts, 60 cycle AC. 

It is $37.95 and immediate delivery or 
information can be obtained from _ the 
Mautner Co., Haswell St., N. Y. 61, N. Y. 


Pe 


Bracelet Repair Kit 
For Benrus Watches 


The Benrus Watch Co. has introduced 
the “Embraceable Repair Parts Kit,” which 
gives the watchmaker all the parts neces- 
sary to service the bracelets of all Em- 
braceable and Elegance watches made by 
Benrus. 

Containing 92 parts with a cash value 
of more than $8.50, the kit is designed to 
sell for $5.95. All the parts in the kit are 
packaged directly from the assembly line, 
sealed and labeled for easy identification. 
A large plastic utility case is included free. 





J. R. Wood Supplies 


"Flowers of Love” Display 





A new series of matched wedding ring 
sets, called “Flowers of Love,” and made 
by J. R. Wood & Sons under its Art- 
carved trademark, has this handsome win- 
dow display furnished by the manufacturer. 

The display pictures in color the flower 
representative of each set and is made of 
black -hand-rubbed woods. The pictured 
flowers and the rings are May Blossom, 
Woodland Lily, Rose Hyacinth and Daisy. 
Yellow and white gold are used to contrast 
flowers and leaves in the rings. 

The rings retail from $39.50 to $55. 
The display goes with every complete 
order of five sets of rings, and newspaper 
mats are also available in the promotion 


kit. 


Le Coultre Distributes 
“Fine Clock" Circular 


Vacheron & Constantin-Le Coultre 
Watches, Inc., recently mailed an interest- 
ing circular to 7,000 jewelers on “The 
‘Fine Clock’ Business is Big Business To- 
day,” which illustrates and describes the 
firm’s quality clock line. 

A complete merchandising plan is out- 
lined and consists of national advertising, 
point-of-sale displays and new automatic 
reorder system. The Le Coultre line is 
grouped for the jeweler into the “Basic- 
Minimum Fine Clock Department,” the 
“Basic-Plus” and the “Complete Fine 
Clock Department.” A fourth member of 
this grouping is the Atmos “Perpetual 
Motion Clock.” 


-—_~ _—_—_ oe 


Braunschweig of Incabloc 
Studies American Manufacturing 





Phillipe Braunschweig (above), son of 
the president of The Universal Escapement 
Ltd., of La Chaux de Fonds, Switzerland, 
manufacturers of Incabloc, shock absorber 
for watches, arrived in New York recently 
to study American manufacturing and pro- 
duction methods of plants in this country. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted’—‘‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings — regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


Situations Wanted 





JEWELER; special order and repairs, de- 
sires position with year around work; 
20 years’ experience. Address “J., 2662,” 
care J C-K. 





BOOKKEEPER; expert; highly capable 
and experienced, extremely high record, 
always in jewelry business. Address 
“P., 2511,” care J C-K. 





GENUINE opportunity to acquire top 
flight, admirably experienced manager 
for well equipped, credit jewelry store. 
Address “G., 2674,” care J C-K. 





DIAMOND salesman; young man, single; 
presently employed, will consider travel- 
ing; neat appearance; excellent refer- 
ence. Address “L., 2716,’’ care J C-K. 





JEWELER, over 30 years’ experience on 
fine hand made platinum and gold spe- 
cial orders; desires New York City posi- 
tion. Address “H., 2713,’’ care J C-K. 





COMBINATION jeweler and certified mas- 
ter watchmaker will be available 
November 1; Albany, New York, and 
vicinity preferred. Address “L., 2748,” 
care J C-K. 





DIAMOND buyer, salesman, assorter, five 
years’ experience, recently released from 
Armed Forces; age 23, married; excel- 
lent references. Address “N., 2691,” 
care J C-K. 





SALESMAN, 10 years’ retail credit jewel- 
ry experience; excellent salesman, good 
promotion man, desires position in 
Southern California. Address “D., 2654,” 
care J C-K. 





YOUNG (36) family man; 12 years’ re- 
tail jewelry experience, sales, watch 
repairing, bookkeeping, desires reloca- 
tion Colorado or Western medium city. 
Address “T., 2694,” care J C-K. 





SUPERVISOR, manager, with years of 
unusually successful background with 
national jewelry chain, interested in key 
position in organization; guaranteed 
results. Address “P., 2696,” care J C-K. 





BOOKKEEPER (female) full charge; 
experienced all phases diamond and 
precious stone office; extremely capable, 
efficient, trustworthy, personable; Man- 
oe only. Address “S., 2618,’ care 





MANAGER; high type executive, 25 years’ 
experience all phases credit jewelry 
business; own business 16 years; pres- 
ently employed; Southern California 
oe Address “P., 723,’ care 





YOUNG man, experienced jeweler, stone 
setter and watch repair man, desires 
permanent position with retail store; 
can furnish excellent references; mar- 
ryt reliable. Address “‘W., 2730,” care 





GENERAL manager, 15 years’ experience 
in all phases of credit jewelry business, 
including buying and advertising, now 
employed in the above capacity by 
chain organization. Address “L., 2238,” 
care J C-K. 





MANAGER-salesman, single, gemologist, 
thorough credit operation background, 
excellent sales record, appearance and 
manager experience; resumé on re- 
quest; will relocate. Address “E., 2710,”’ 
care J C-K. 





SALESMAN-manager, 21 years’ retail 
credit experience in collections, window 
trims and sales; fully capable in all 
operations; honest, good worker and 
best references. Address ‘“H., 2676,” 
care J C-K. 





WATCHMAKER;; responsible family man, 
37 years old; years’ experience, 
European training, accustomed to high 
grade work, desires to change position 
in about six months. Address “L., 2719,” 
care J C-K, | 





ADVERTISING manager or assistant, 
available as watch manufacturing ad- 
vertising manager; three years agency 
production manager; four years as a 
copy writer, creative, administrative ; 
36; married. Address “‘C., 2752,” care 
J C-K. 





BOOKKEEPER-accountant; credits, col- 
lections, correspondence; all phases of- 
fice procedure, costs, production; ac- 
customed to heavy responsibilities; top 
record with leading concerns: desires 
responsible position. Address ‘“P., 1787,” 
care J C-K. 





GEMOLOGIST, young, graduate Amer- 
ican Gem Society, desires position 
with fine cash store in Southeastern 
States, or willing to invest with 
proper person; know watchmaking, 
engraving, and stone setting. Ad- 


dress “L., 2684,” care J C-K. 





ADVERTISING executive for progressive 
manufacturer; successful background ; 
thorough knowledge television, radio, 
magazines, newspapers, mat _ services, 
displays; youthful top creative and ad- 
ministrative ability; $10,000 minimum; 
New York area only. Address ‘‘K., 2747,” 
care J C-K. 





MANAGER, age 36, married; over 15 
years’ experience in retail credit jewelry 
business; including sterling, glassware, 
china, camera and some optical depart- 
ments; desires to relocate with a digni- 
fied credit store doing a gross business 
between $100,000 to $200,000. Address 
“B., 2651,” care J C-K. 





YOUNG, jewelry polisher presently em- 
ployed, 11 years’ experience, desires part 
time evening and Saturday employment 
to learn lapping or other phases of 
jewelry, in New York City, that will 
eventually lead to full time employment, 
with a future; salary secondary. <Ad- 

dress “E., 2755,” care J C-K. 





CONTROLLER, moderate size company. 
experienced financial reports, analysis 
for banks and management ; credit ang 
collections; accounting Supervision : 
office management; cost saving Systems 
procedures; presently employed com: 
bined chain and wholesale operation 
Address “L., 2665,” care J C-K. : 


ee 
GEMOLOGIST ; associate member Ameri. 
can Gem Society; manager, salesman 
desires position with high grade estah’ 
lishment; thorough knowledge of dig. 
monds, colored stones, buying, grading 
appraising, gem testing and identifica. 
tion; special order work, window dis. 
play ; over 25 years’ experience. Address 
“B., 2760,” care J C-K. 








ee 


CERTIFIED Master watchmaker, grady-. 
ate horological school, student of gem. 
ology, six years’ experience instructing 
supervising watchmaking ; sober, indus. 
trious ; married ; 27 years of age; future 
objective jewelry store management: 
Northeastern States preferred; advise 
as to salary and possibilities. Charles 
D. Airesman, Hilerslie, Md. 





TOP-NOTCH manager-salesman with ag. 
gressive New York retail credit jewelry 
chain, desires challenging offer with 
firm of reputation; neat, personable and 
a go-getter; if you require the services 
of a man with a thorough knowledge of 
every intricate phase in a jewelry store 
operation, do not fail to answer this ad. 
Address “F., 2657,” care J C-K. 





A REGISTERED jeweler, now employed, 
seeks position as manager or first sales. 
man in high class family business; 50, 
single; excellent background, appear- 
ance and personality; qualified gem- 
ologist; two firms 25 years: outstand- 
ing worker; first class references; per- 
manency only; deep South ; commencing 
salary $85 per week. Address “E., 2739,” 
care J C-K. 





SALES manager and salesman; 30 years’ 
experience in silverware industry doing 
administrative and actual selling; have 
knowledge of jewelers and department 
stores in all territories; willing to 
travel; seeking connection with reliable 
company that needs “know how’ in- 
tegrity, executive ability and person- 
ality in sales work; reference gladly 
furnished. Address Frank W. Ollayos, 
Wallingford, Conn. 





CREDIT manager for manufacturer 
or wholesaler, with many years’ ex- 
perience in the jewelry industry and 
nationally well-known to every man- 
ufacturer, jobber and retail jeweler 
in the country, desires new associa- 
tion; sales-minded, ready to travel 
or relocate, with finest references 
from leaders in the trade and New 
York Credit Men’s Association. Ad- 
dress “K., 2678,” care J C-K. 


SN A AR BERENS. 
Lines Wanted 


———————— 








THREE, aggressive salesmen, with per- 
manent California showroom, can 40 
real job in the 11 Western States; vol- 
ume or promotional line only. Address 
“C., 2761,” care J C-K. 





WEST Coast salesman, established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis: finest references. Ad- 
dress ““W., 1435,” care J C-K. 





PACIFIC Coast salesman, long estab- 
lished, desires promotional line of 
silverware and items for jobbers, 
department stores and chain out- 


lets. Address “R., 2725,” care J C-K. 





DIAMOND salesman, 30, single; estab- 
lished following; loose goods or desir- 
able mounted line; seeks territory with 
known house; neat appearance ; refer- 
ences furnished. Address “K., 2715, 
care J C-K. 
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MANUFACTURER’S __ representative, 
Detroit resident, 20 years following 
among jewelers and _ department 
stores Michigan and Ohio, desires 
top lines only. Address “K., 2683,” 


care J C-K. 


en 

E jewelry; Denver West sales- 

a ng following, desires manufac- 

tured, established lines with real merit; 

fine finished tailored line, hand beaded 

or cast fine rhinestone line, etc. Address 
“S., 2750,” care J C-K. 











SMAN, 46; costume jewelry, experi- 
eel: New York State, New England 
or Metropolitan area, call on jewelry, 
specialty and department stores; travel 
car; draw against commission. Address 
“J., 2714,” care J C-K. 








TERRITORY Southwestern States; 15 
years A-1 firm, covering department 
stores, wholesale, retail jewelers; know 
all best buyers; reason for change, 
personal; A-1l references; what _ have 
you. Address “N., 2721,” care J C-K. 








WEST Coast representative; long estab- 
lished, with showroom, interested in bet- 
ter class costume jewelry from manu- 
facturer, not jobber, for jewelry stores, 
specialty shops, department stores and 
jobbers. Address “F., 2671,” care J C-K. 








MANUFACTURERS’ representatives, 
headquarters in Boston, covering New 
England and New York State, desire 
additional lines for retail jewelers and 
department stores; have an established 
following. Address “K., 2610,” care 
J C-K. 

SALESMAN, resident of Florida, inter- 
ested in connecting with high type firm; 
must have good prospects with some 
business in territory; will make inten- 
sive coverage of Florida, Georgia and 
Alabama; available December 1. Ad- 
dress “M., 2667,’ care J C-K. 








WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SALESMAN, experienced, college gradu- 
ate, 32, married, experienced selling jew- 
elry wholesalers and retailers ; seeks line 
from manufacturer selling to whole- 
salers or retailers; will travel, prefer 
East Coast; excellent appearance, per- 
sonality ; can produce results. Address 
“V., 2695,” care J C-K. 





AVAILABLE January 1, 1954; Pacific 
Coast representative will be open 
for well designed costume jewelry 
line; extensive following among 
best costume jewelry outlets; present 
affiliation seven years; will be in 
New York and Providence area in 
December. Address “R., 2693,” 
care J C-K. 








TOP notch sales representatives with Chi- 
cago office and showroom can guarantee 
volume sales, distribution, concentration 
and first class representation in the 
Middle West to a responsible manufac- 
turer on commission basis; I cover and 
sell leading retailers, department stores, 
chain, jobbers, catalog houses, house to 
house operators, premium jobbers and 
promotional accounts; all replies will be 
handled in strict confidence. Address 
Circular 287, Room 1415, Heyworth 
Building, Chicago 2. 








COSTUME jewelry salesman (three) suc- 
cessful manufacturer’s representative 
with a lifetime experience covering job- 
bers, premium wholesalers, catalog 
houses, chain stores, buying offices, ex- 
porters, etc., can add one popular priced 
line for Metropolitan New York, New 
Jersey and Pennsylvania; we maintain 
Spacious penthouse showrooms in the 
heart of New York’s wholesale gift and 
novelty area; have facilities for han- 
dling national distribution, if desired. 


Address “B., 2706,” care J C-K. 
erence 





| LS STS I EERIE I ENTE NE OE EAS Ty ENRON 
Side Lines 








SALESMEN wanted to represent estab- 
lished manufacturer’s line of gent’s 
14K diamond mountings and 10K 
colored stone rings. Address “E., 


2590,” care J C-K. 





OLD established manufacturer of ladies’ 
14K ring mountings desires salesman 
with following among wholesalers, and 
jobbers in Mid-West and South. Address 
“W., 2704,” care J C-K. 





SALESMAN, Pacific Coast and Southwest, 
carry line nationally known leather 
watch straps; have established trade; 
must have following; commission basis. 
Address “D., 2754,” care J C-K. 





SALESMAN, to carry side line gold, 
gold filled, silver earrings and mar- 
casite goods; all territories open; 
drawing against commission. Ad- 


dress ““M., 2685.”’ care J C-K. 





SALESMEN, with established retail 
following, to represent well known 
manufacturer’s line of ladies’ 14K 
diamond set dinner rings and bridal 


sets. Address “C., 2589,” care J C-K. 





SALESMEN ; one for West Coast and one 
for Middle West, to represent manufac- 
turers of sterling silver hollowware and 
medium priced silverware, on commis- 
we © ee Address “C., 2736,” care 





SALESMAN, with established territory in 
Wisconsin and Minnesota, to represent 
the country’s leading line of ladies’ and 
men’s matched wedding ring sets. Bliss 
Ring Co., Inc., 29 E. Madison St., Chi- 
cago 2, Ill. 





SALESMEN, to represent manufacturing 
jeweler; Southern and West Coast ter- 
ritories open; sell ladies’ 14K _ gold 
matched sets to wholesalers and chains; 
commission basis. Address “V., 2625,’ 
care J C-K 





SALESMEN, with following among whole- 
salers, material houses, chains, etc. for 
high quality, low price watch strap line 
of long established manufacturer; com- 
mission ; choice territories will be avail- 
able, Address “D., 2738,’ care J C-K. 





SALESMAN, to carry line of platinum at- 
tachments, bracelets, brooches, chokers, 
earrings and watch cases; also mounted 
platinum attachments and watches; 
West of Chicago and South: commis- 
sion basis; well rated firm. Address 
“G., 2547,” care J C-K. 


SALESMAN wanted, to carry as a side 
line, through the Middle West and 
South, a popular priced line of diamond 
ring mountings, diamond wedding rings 
and fancy mountings, all platinum; 
drawing against liberal commission, Ad- 
dress “P., 2692,” care J C-K. 








SALESMAN, with following, to carry a 
well Known line of leather wrist watch 
straps, for New York City to watch im- 
porters and jobbers; 10% commission ; 
state full particulars. Address “‘G., 2659,’ 
care J C-K. We also have territory open 
for the West Coast for the jewelry trade. 





SALESMEN wanted; commission basis; 
complete manufacturer’s exclusive 
line of 14K gold jewelry, genuine 
stones and cultured pearls, excel- 
lent line for the right men; repre- 
sentation desired in Chicago and 
Middle West, West Coast, South. 
Address “D., 2539,” care J C-K. 





SALESMAN; three territories open: 
South; Midwest; Southwest; repre- 
sent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, promotional features, 
package deals; drawing account. S. 
Reiman & Sons, Inc., 64 W. 438th 
St., New York 36, N. Y. 





SALESMEN wanted; excellent opportu- 
nity for top notch men with following 
among wholesalers in New York City 
East, Middle West and West, to sell 
outstanding line of ladies’ hand carved 
wedding rings, bridal sets and fancy 
rings, for well established manufac- 
turer; commission basis; state full de- 
tails. Address “M., 2614,” care J C-K. 








Help Wanted 





WANTED: A-1 jeweler, who can repair 
om set stones. Address “V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “‘T., 1460,” 
care J C-K. 


WATCHMAKER wanted; preferably one 
just out of school. Address “N., 2418,” 
care J C-K. 


ENGRAVER for trade shop; must be first 
class workman; good salary or commis- 
sion. Lowell G. Hays, 801 Three Sisters 
Bldg., Memphis, Tenn. 











THREE, experienced watchmakers, able 
to repair all kinds of watches; perma- 
nent position for Mid-West. Address 
“G., 2741,” care J C-K. 





SALESMAN ; few years credit jewelry ex- 
perience ; write for appointment stating 
salary, references. Huch Jewelry Co., 
191 Main St., Painesville, Ohio. 





WATCHMAKER wanted ; prefer combina- 
tion engraver ; steady position, good city, 
climate and salary. Wire, phone or write, 
Lewis Jewelry Co., Gainesville, Fla. 





WATCHMAKER, at least two years’ ex- 
perience, personable, with excellent ref- 
erence, for jewelry store near Albany, 
N. Y. Address “‘M., 2690,” care J C-K. 





JEWELER; special order manufacturing 
and diamond setting $2.50 per hour; 
more if you can produce. O. K. Ries- 
inger, 411 Orpheum Bldg., Tulsa, Okla. 


EXPERIENCED watchmaker wanted, 
in long establised store in the West; 
excellent opportunity for the right 
man. Address “K., 2666,” care 
J C-K. 


EXPERIENCED jewelry salesman, cash 
and credit store; give age, reference, 
past experience and salary desired. 
Peacock’s Jewelers, 116 E. Douglas, 
Wichita, Kans. 











EXPERIENCED jewelry saleslady, cash 
and credit store; give age, reference, 
past experience, and salary desired. 
Peacock’s Jewelers, 116 East Douglas, 
Wichita, Kans. 





SALESMAN, aggressive with initiative, 
for a leading Bridgeport credit jewelry 
store; wonderful opportunity; state ex- 
perience and salary desired. Address “L., 
2720,” care J C-K. 





SALESMAN, experienced, aggressive man 
for retail cash-credit store ; good oppor- 
tunity; permanent; state salary and 
previous experience; Brooklyn, N. Y. 
Address “H., 2663,” care J C-K. 


SALESMEN; manufacturer of leading 
promotional line of sterling hollow- 
ware; several choice territories open; 
give resumé in strict confidence. 


Address “K., 1783,” care J C-K. 


(Continued on page 210) 
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HELP WANTED—Continued 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
* a letter. Address “R., 2165,” care 





JACOBS JEWELERS, Inc., of Jackson- 
ville, Fla., has an opening for a fine 
engraver, and also a diamond setter 
and jeweler; permanent positions with 
exceptional working conditions, and 
good pay. 





RARE opportunity for a hard working, 
experienced man to help in established 
credit business in flourishing Pennsyl- 
vania, also to buy out a silent partner’s 
share, about $10,000. Address ‘‘T., 2699,” 
care J C-K. 





JEWELER; immediate opening; diver- 
sified repairing, setting, and some 
special order work; well established 
retail store in New England city; 
give references and salary. Address 


“D., 2709,” care J C-K. 





JEWELRY salesman wanted to represent 
outside jewelry manufacturer of quality 
watch bands, ladies’ Carmen type brace- 
lets and men’s jewelry; call on whole- 
salers; commission basis; advancement 
to sales manager if proved satisfactory. 
Address “S., 2726,” care J C-K. 





BUYER, for nationally known ring house, 
who has expert knowledge of diamonds 
and how to mount them for sale to re- 
tailers; state qualifications and salary 
expected; all replies in strict confidence. 
Address “M., 2717,’’ care J C-K. 





EXCELLENT opportunity for a proven 
successful salesman, with good fol- 
lowing; we have opening for such 
a man to sell our diamond rings 
and mountings. Klebanoff & Gross- 
_— 74 W. 46th St., New York 36, 





JEWELRY engraver; permanent position 
with first class shop; 60%, can make 
$100 to $200 per week for good man: 
would like to hear from the late Richard 
Kandler’s students. Lou Harris Engrav- 
me Co., 214 Irwin-Keasler Bldg., Dallas, 

exas. 





EXPERIENCED retail jewelry salesman: 
must be thoroughly familiar with all 
phases of credit jewelry store operation ; 
excellent opportunity for man with ini- 
tiative ; must have good background and 
2 aoe Address “V., 2729,” care 





EXPERIENCED engraver, watch repair- 
man, diamond setter and general re- 
pairman; would like combination men 
for any of the above work; air condi- 
tioned shop in Kentucky; state age, ex- 
perience and references in first letter. 
Address “J., 2552,” care J C-K. 





JEWELER, practical man, with 10 or 
more years’ experience, who possesses 
some business ability; give information 
in detail; state experience, married or 
single, and where in the past employed; 
fine opportunity for a capable mechanic. 
Address “V., 2689,” care J C-K. 





SALESMAN-manager; experienced man 
to manage fine jewelry department, fea- 
turing diamonds and watches. in lead- 
ing department store in Fort Wayne, 
Indiana; good salary plus bonus ar- 
rangement; state references and experi- 
ence. Address “A., 2649,” care J C-K. 





SALESMEN, with following by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions: refer- 
ences. Address “R., 2622,” care J C-K. 


SALESMAN, with a following in Texas 
and Oklahoma, to represent a well es- 
tablished manufacturer of fine jewelry, 
platinum and gold diamond ring mount- 
ings and wedding rings; will not object 
to a non-confiicting line. The Schumer 
ie Co., 5 E. Third St., Cincinnati 2, 

io. 


SALESMEN wanted by a well known stone 
and diamond ring firm who has planned 
to distribute 100% direct to retail jew- 
elers; leading key city territories open, 
with active accounts; your complete 
resumé and territory desired; will be 
held in strict confidence. Address “K., 
2718,” care J C-K, 


SALESMAN WANTED for States of 
Illinois including Chicago and Indi- 
ana, by well known ring manufac- 
turer; give full information in first 
letter; this territory available owing 
to death; reply to Davidson & Sons 
Jewelry Co., Inc., 20 W. 47th St., 
New York 36, N. Y. 


SALESMAN wanted, one of America’s 
leading ring mounting firms has opening 
for an experienced, high calibre man to 
call on wholesalers and chain operators 
in Pacific Coast territory from Denver 
West; exceptional opportunity for right 
man; all replies held confidential. Ad- 
dress “L., 2766,” care J C-K. 


SILVERWARE salesman with estab- 
lished territory covering department 
stores and jewelers, for outstanding 
line of silverplated hollowware; sal- 
ary or commission with drawing ac- 
count; must have car; California, 
Oregon, Washington and Utah. Ad- 
dress “*E., 2670,”’ care J C-K. 


SALESMAN wanted; outstanding op- 
portunity for man of proven sales 
ability to handle nationally famous 
Keepsake Diamond Ring line; only 
men with successful background of 
selling experience in jewelry field 
need apply. Write or wire, A. H. 
Pond Co., Inc., 120 E. Washington 
St., Syracuse, N. Y. 




















LEADING New York State wholesale jew- 
eler desires experienced salesman for 
Eastern New York and Eastern Pennsyl- 
vania;: this predominant line assures a 
successful career for one who is ener- 
getic and ambitious: car essential; lib- 
eral drawing account against commis- 
sions: submit all particulars to ‘“A., 
2733,” care J C-K. 


SALESMEN wanted to represent na- 
tionally known, quality watchband 
line direct to retailer as a side line; 
high rate of commission; send full 
particulars as to territory you are 
now covering, what lines you repre- 
sent, experience and all other perti- 
nent information. Address ‘“S.., 


2698,” care J C-K. 








SILVERWARE salesman, with estab- 
lished territory covering department 
stores and jewelers, for outstanding 
line of silver plated hollowware; 
salary or commission with drawing 
account; must have car; Texas, 
Arkansas. Oklahoma and Tennessee. 


Address “C., 2669,” care J C-K. 





LEADING New York State wholesale jew- 
eler desires experienced salesman for 
Western Pennsylvania, West Virginia, 
and Eastern Ohio: this predominant line 
assures a successful career for one who 
is energetic and ambitious: car essen- 
tial: liberal drawing account against 
commissions; submit all particulars to 
“Y.,. 2732,” care J C-K. 








SALES representative: leading manufac- 
turer of branded fine china dinnerware 
and crvstal stemware seeks representa- 
tives experienced in selling to jewelry, 
department and specialty stores: con- 
trolled territories, excellent growth pos- 
sibilities; ton commission rates: reply 
in detail with confidence resnected. Ad- 
dress “D., 2762,” care J C-K. 











SALESMAN wanted ; to cover Denver ang 
surrounding territories; excellent op- 
portunity for conscientious man; we are 
manufacturers of diamond engagement 
ring sets, wedding rings, watches and 
attachments; in gold and platinum: 
liberal commission ; non-conflicting ling 

acceptable; all replies held confi ential, 

Address “F., 2711,” care J C-K, 





SILVERWARE salesman, with estab. 
lished territory, covering depart. 
ment stores and jewelers, for out. 
standing line of silver plated hol. 
lowware; salary or commission with 
drawing account; must have car; 
North and South Carolina, Georgia, 
Florida, Alabama and _ Louisiana, 
Address “*M., 2668,” care J C-K, 





TWO, established territories open; one, 
Illinois, Missouri, Indiana; second, Wis- 
consin, Minnesota, Iowa, North and 
South Dakota; for experienced salesman 
for one of the nation’s top lines of 
ladies’ and men’s matched wedding ring 
sets and diamond engagement rings: 
straight commission basis; no drawing 
account. Bliss Ring Co., Ine, 29 5. 
Madison St., Chicago 2, IIl. 





SALESMAN, with good retail following, 
in any of these States: New York, Penn- 
sylvania, Ohio, Indiana, Illinois, Vir- 
ginias and Carolinas; line consists of 
loose diamonds, diamond rings, and 
mountings ; non-conflicting side line per- 
missible; drawing against commission; 
excellent proposition; state age, experi- 
ence and reference. Joseph Schulman, 
Ine., 34 Eldridge St., N. Y. C. 





EXCELLENT opportunity for expe. 
rienced man as manager of impor- 
tant, expanding credit jewelry con- 
cern in large city in Middle West; 
must be well qualified and expe- 
rienced in management, including 
buying and merchandising; state 
age, past experience and names of 
several persons in the trade who are 
aware of your abilities. Address 


F., 2763,” care J C-K. 





SALESMEN: Midwest and _ Southwest 
territory, for sterling silver hollowware 
line: this is a well accepted and ex- 
tensive line of sterling; we have many 
established customers among jewelers, 
department store buyers and_ whole- 
salers: we are seeking a strong man who 
can hold our present volume; this is a 
real opportunity: no objection to a non- 
competing side line; commission basis. 
Address “B., 2734,” care J C-K. 





SALESMAN, for West Coast; sterling 
hollowware: for 1954 we are seeking a 
hard working salesman who knows the 
jewelers, and department store buyers; 
this man must be able to sell promo- 
tional goods, as well as better merchan- 
dise: our line is an extensive one and 
we have many established customers on 
the coast; furnish complete details as 
to experience, lines carried, etc.; com- 
mission basis. Address “G., 2712,” care 
J C-K. 





SALESMAN, 27 to 35; nationally known 
manufacturer of a high quality line of 
ladies’ and men’s jewelry, requires 4 
representative as of January 1, who is 
now living in Cincinnati or suburbs, to 
cover most of Ohio and Indiana, North- 
ern Kentucky, and small part of West 
Virginia; salary plus travelling expenses 
and bonus; car furnished; previous out- 
side selling experience essential but not 
necessarily in jewelry field; write giv- 
ing full particulars. Address ‘‘A., 2759, 
care J C-K. 





WE have exceptional opportunities for 
several experienced salesmen to sell na- 
tionally known diamond rings to better 
stores: our firm name has long been 
recognized as one of the most respecte 
in diamond rings: constant advertising 
coverage in selling areas and generous 
commissions make this a splendid propo- 
sition for men who have following 
among retail jewelers. Write or_ tele- 
phone, Barnett Davis, Inc., Clark Bldg., 
Pittsburgh, giving full details of pas 
association and territories. 
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PROGRESSIVE ring manufacturer, 
with top national reputation and 
continual growth, seeking qualified 
representative to carry our line of 
American Beauty diamond and 
stone rings in 1954; replies are in- 
yited from men with following 
among the cash and better credit 
stores in the Southwest and also in 
Illinois and surrounding States; 
correspondence will be held in 
strictest confidence. Untermeyer, 
Robbins & Co., 136 W. 52nd St., 
New York City. 














SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H., 1737,” care J C-K. 





——_—_—— 


SALESMAN wanted, by well known manu- 
facturer of extensive line of popular 
priced watch bands, to call on whole- 
salers in entire Midwest territory; this 
man must be young, aggressive, and 
capable of earning approximately $20,- 
000 yearly; he must be a Chicago resi- 
dent, and maintain an office there: he 
must also be willing and financially 
capable of making at least three com- 
plete trips, yearly, through his territory ; 
write giving complete background and 
other lines carried: all replies in strict- 
est confidence. Address ‘‘H., 2742,’ care 
J C-K 





TOP opportunity is waiting for two 
men; aggressive, expanding, highly 
respected three store chain needs 
(one) manager, (one) assistant 
manager; if you’re looking for a 
real future and happy surround- 
ings, if you’re fully experienced and 
have real sales ability, if your ref- 
erences are top, if you’re anxious 
for a permanent and responsible 
job, write at once, in confidence, 
stating full experience and present 
salary to: Edwin Freed, care of Al!- 
pert’s, 111 E. Water St., Elmira, 
Bis Be 


For Sale 


Stores, Stocks and Businesses 








FOR SALE; prosperous jewelry store, 
January 1; small stock; terms to right 
party. Gilmore’s, Pensacola, Fla. 








FOR SALE; jewelry store, must sell on 
account of health; established 23 years; 
good location; will sell now or after 
a Mueller, The Jeweler, Free- 
port, j 








MODERN jewelry store: fast developing, 
downtown location; good repair busi- 
ness; nice lines; approximately $15,000. 
Gumm & Kennedy Jewelers, 1310 Broad- 
way, Lubbock, Texas. 








FABULOUS Houston, wholesale jewelry 
Since 1920, with repair shop, $100,000 
deal; business ripe for direct discount 
operation. Business Exchange, 510 
Chronicle Bldg., Houston, Texas. 





PAWNSHOP, in Delaware Valley 
area, covering Fairless Steel Mill, 
Levittown, Morrisville, Trenton, and 
vicinity; must sell immediately. Ad- 


dress “*J., 2744,”? care J C-K. 





SMALL jewelry store, with well estab- 
lished repair business, in chemical city 
of Sout:. Charleston, West Virginia: 
excellent opportunity ; reason for selling, 
other interests; price $8,000. Address 
“T., 2728,” care J C-K. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





BOSTON, Mass.; modern equipped jew- 
elry store, flourishing pawn business, 
excellent watch repair business, 100% 
location, air-conditioned ; franchises for 
all name brand watches; will sell rea- 
sonably. Address “V., 2701,’ care J C-K. 





JEWELRY store in Southern California 
desert town, 100 miles from Los An- 
geles; all nationally known lines; mod- 
ern, fully equipped; Santa Fe time in- 
spection; full price, $30,000. Those in- 
terested, Address ‘“‘N., 2686,” care J C-K. 





JEWELRY factory, center of Newark: 
very well equipped; good manufac- 
turing potential; premises about 
1200 square feet; well lighted; 
three year lease; will sacrifice. 
Ronal Jewelry Co., 17 William St., 
Newark, N. J. 





FORTY-THREE year old established jew- 
elry store, 100% corner location, West 
Philadelphia; ripe for installment sell- 
ing; landmark street curb clock in front 
of store; all major jewelry lines and 
small appliances; clean stock; buy all 
or part; impaired health necessitates 
sale. Address “R., 2697,” care J C-K. 





WATCHMAKER’S opportunity in Cali- 
fornia ; good neighborhood store: estab- 
lished 16 years; newly remodeled ; good, 
clean stock; rent reasonable; excellent 
business for watchmaker and wife: 
fixtures and stock can be reduced to 
$10,000; half cash, balance liberal terms. 
F. J. Hitchin, 4334 Grenshaw Blvd., 
Los Angeles 8, Calif. 





RETIRING; old established cash and 
credit jewelry store, modern, air-condi- 
tioned, 100% location Metropolitan area; 
only nationally advertised lines; space 
for other departments as clothing, op- 
tical appliances, etc.; suitable one or 
chain ; minimum required $25,000; terms 
to responsible person; please send ref- 
erences; great potential. Address “F., 
2740,” care J C-K. 





CREDIT jewelry store in North Central 
Iliinois, for sale; has clean reputation 
in trading community of approximately 
60,000, with no competition in credit 
jewelry sales; clean stock, standard 
brand merchandise; all glass front, ad- 
jacent to theatre, air-conditioned, mod- 
ern fixtures; low rent, 10 year lease; 
will gross $90,000 per year; $57,000 
cash required; owner retiring. Address 
“J., 2677,” care J C-K. 





JEWELRY store, established 35 years, 
present location 15 years; com- 
pletely remodeled at cost of $25,- 
000; all leading watch brands and 
Reed & Barton sterling franchise; 
population 16,000, located in Cen- 
tral San Joaquin Valley, rich in cot- 
ton, dairying and fruit; approxi- 
mately $55,000 required to handle 
the store; inventory can be reduced. 


Address “C., 2653,” care J C-K. 





JEWELRY store, for sale, January 1, 
1954; excellent location Monterey, Cali- 
fornia; retiring; surrounded by million 
dollar government payroll, Fort Ord 
Army Training, Navy School, Presidio 
Language School and four cities within 
area of three miles; clean stock of dia- 
monds and standard watches with cos- 
tume jewelry; wholesale’ inventory ; 
lease and fixtures and good will along 
with deal; doing good cash _ business, 
layaways and repairs. Address “A., 
2707,” care J C-K. 





PAWNSHOP for sale; a complete pawn- 
shop doing business for 40 years in the 
same location; the pawns alone are 
$7,000 and the stock is $5,000; will sell 
the entire place for $12,000 cash; this 
includes the good will and fixtures, and 
also will stay for two weeks to assist in 
its turnover; all you have to do is turn 
the key and start doing business; all 
loans guaranteed, as I am the owner 
of this building; reason for selling, 
death in the family; rent is $75 per 
month; gas heat. Lee Loan Co., 108 
Liberty St., Utica, N. Y. 





For Sale 


Tools, Equipments 





TWO, diamond cutting benches for sale 
with 12 wheels, tools, ete. Call evenings, 
HA 4-1388, New York City. 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallen, 
220 W. Fifth St., Los Angeles 13, Calif. 





AMERICAN gas smelting furnace, Model 
3; intake eight crucible General Elec- 
tric motor and blower. H. S. Bender, 
1411 W. 4th St., Brooklyn 4, N. Y. 





WATCHMASTER, ring sizer, ring and 
regular engraver, lighted wall and show- 
cases, safes and office equipment. Con- 
tact Master Jewelers, 614 Hamilton St., 
es Penna.; must sell regardless 
of cost. 





NEW and used jewelers’ and engravers’ 
tools, engraving blocks, benches, hand 
tools; greatly reduced prices; write for 
prices of tool wanted. Engravers and 
Jewelers School, 513 N. Pine St., Char- 
lotte, N. C 











Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





MANUFACTURING jeweler or chain 
maker wanted to replace retiring, sick 
partner ; have a going business. Address 
“C., 2708,” care J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





PARTNER: salesman with small capital ; 
established manufacturer of 14K gold 
rings; give in detail your past connec- 
tions in the jewelry business. Address 
“Y., 2705,” care J C-K 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





(Continued on page 212) 
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BUSINESS OPPORTUNITIES— Cont. 













GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers. 
Thomas J. Faussett, 521 Fleming 
St., Howell, Mich. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 









































CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone, 5-0660. 


AUCTIONEER; 10 successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


LOUIS LENHOFF, auctioneer, has 
conducted successful jewelry auc- 
tions all over America and Canada; 
you may have for reference list of 
firms I have conducted auctions for 
recently. Louis Lenhoff, 3010 W. 
Chicago Blvd., Detroit 6, Mich. 
Phone Tyler 6-0439. 





















































WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
mecessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N. Y. Tel.: 
Lynbrook 3-8044. 


IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment: since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 
































WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 













I AM ready to pay you cash, dollar 


for dollar, for your stock, proviaing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; | will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business ; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, write 
or telephone, Manny Silverman, of 
Silverman Sales Enterprises, 580 
Fifth Ave., New York 19, N. Y. 
Telephone PI. 7-4693. See page 165 


for additional details. 





AUCTIONEER V. C. Kelley; do you want 


to sell $10,000 or $100,000 worth of 
jewelry for spot cash? This is not an 
exaggeration, it is a fact! I am doing 
just that for other jewelers right along 
and your store is no different than these 
listed below: five Loftis stores, Pitts- 
burgh, Omaha, Chicago, $250,000; two 
Shaw stores, Lima, Ohio; Knoxville, 
Tennessee, $70,000; Sterling Jewelry, 
Cincinnati, Ohio, $60,000; Roberts Jew- 
elry, Springfield, Ohio, $40,000; Rogers 
Jewelry Co., Peoria, Illinois, $30,000; 
Brackin’s Jewelry, Pensacola, Florida, 
$100,000; Stewart’s Jewelry, Little Rock, 
Arkansas, $30,000; Dame & Wilson, 
Richmond, Indiana, $60,000; Chandler’s 
Jewelry, Athens, Georgia, $20,000; 
Scott & Bousquet Jewelers, Montreal 
Canada, $150,000; over a period of 25 
years Kelley Auctions have gained a 
reputation of such uniform success that 
today we maintain unrivaled leadership 
in our line of endeavor; all sales are 
conducted under my personal supervi- 
sion and with the aid of an able as- 
sociate, giving you the highest develop- 
ment of modern auctioneering and a 
mastery of salesmanship under which a 
misfit sale is impossible’ now, why 
wouldn’t you be interested in a clean 
business transaction of this kind; should 
you engage my service, I will get you 
top dollar and pledge you a most suc- 
cessful sale; write or wire today. V. C. 
— 7322 N. Ridge Ave., Chicago 45, 
1. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 


cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, III. 





CASH for your surplus sterling flatware 


and hollowware; any pattern, any quan- 
tity; also all makes watches; refer- 
ences: Houston National Bank. Jack 
yreene, 402 Scanlon Bldg., Houston, 
Texas. 








DIAMONDS, broken, chipped, “Old 


Mine,”’ recut by expert cutters; in- 
crease value and quality of your un- 
salable diamonds; also purchase all 
types of diamonds. Jack Blauweiss, 
Est. 1919, 22 W. 48th St., New York 
City. Pl 7-2413. 








WATCHES wanted; any quantit 
brands; highest cash prices he 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited: 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 9 
Texas, ; 


tlt 
WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem. 
ming and hawing; wire or write 
your proposition or call.  Ref.,: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec. 
tacle frames; gold filled scrap, sil. 
ver, gold and any other precious 
metals and _ jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s, Dept. K., 
108 Beale Ave., Memphis, Tenn. 


Se ceeraoneicin cl ae auememeerie rial are 
Watch Work, etc., for 


the Trade 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer S&t., Tel. 
Hu 2-9547. 





SPECIALIZING in repairing, chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing: chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





UNSURPASSED workmanship, watch re- 
pairing; excellent service; Watch- 
master; largest shop downtown doing 
trade watch repairs exclusively. Hyler 
Watch Co., 80 Nassau St., New York 38. 








RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St, 
New York 19, N. Y. 


ee 


WATCHMASTER accuracy; cases pol: 
ished expertly, no additional 
charge; special prompt attention to 
quantity shipments; since 1937 
quality and price walk hand in hand 
at: Anita Watch Co., 116 Nassau St., 
New York 38. 


TWENTY-FIVE years’ experience in 
fine watch-repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac 
curate timing; work guaranteed; 
speedy service; price list upon re 
quest. H. Spielman Co.. 9 Maiden 
Lane, New York 38, N. Y. 
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Special Order Work and 
Repairs for the Trade 








eads restrung, plain or 
a | 4 Bann service ; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 
Ee 
y "ING: 24 hour service; .03 per 
ar: mr minimum ; special prices 
quantity orders. Tilford Jewelers, 108 
S. 8th St., Philadelphia, Pa. 














PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
pury Blvd., Detroit 23, Mich. 

se caleemitememasinaisaat 

~ rofits, ring stone replacements ; 
acoso the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
160-11 Hillside Ave., Jamaica, N. Y. 











COMPLETE jewelry service; special or- 
ders, repairs, assembling gold and plati- 
num rings, bracelets, watch cases, ear- 
rings; guaranteed workmanship. Nash 
Jewelry Co., 93 Nassau St., New York. 








FOR the best in jewelry engraving, next 
time try the Winter-Way; unbelievably 
better, you'll agree; dependable, reli- 
able; prompt service when you want it. 
Albert A. Winter, 9857 S. Ridgeway 
Ave., Evergreen Park 42, Ill. 








CAST finding or platinum rings as- 
sembled, polished, set, engraved and 
rhodium plated on premises for the 
trade only; prompt service guaran- 
teed; Holmes protection. F. & L. 
Jewelry Co., 56 W. 45th St., New 
York 46, N. Y. 








STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias, fraternal emblems; stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





FORTY-Eighth St., New York, 48 West; 
part of office sublet; excellent light, 
use of large safe, if desired; references. 
Morris M. Brenner. 








A NEWARK, New Jersey jewelry land- 
mark for over 50 years: this is an op- 
portunity to take over the corner loca- 
tion, the fixtures, the chrome and marble 
store front, and the profitable going 
business; the landlord and store owner 
will cooperate to get you started. Write 
“4 | on 15 Park Circle, Short Hills, 





Miscellaneous 


(ee 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 








HOME Study Course instruction; learn 
engraving by practical method the 
Winter-Way, the better, easier, faster 
way; expert professional training since 
e+ write today. Albert A. Winter, 

tg A Ridgeway Ave., Evergreen Park 


’ 
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News of Personnel 








JAMES A. O'BRIEN 
W adsworth-Hadley 


IRVING L. SMITH 
Wadsworth-Hadley 





CARL R. PETTY 


W adsworth-Hadley W adsworth-Hadley 


The Wadsworth-Hadley sales division of 
the Elgin National Watch Co. has an- 
nounced the following district representa- 
tive appointments. Irving L. Smith will 
call on jewelers in lower New York state 
and Connecticut. James A. O’Brien of 
St. Paul will cover Minnesota and North 
and South Dakota. Carl R. Petty has 
been appointed representative in northern 
and central Illinois. Eugene F. Troxel 
will travel in Arkansas and Louisiana. 
Morton B. Grant, Los Angeles, will 
cover central California and southern Ne- 
vada. 





SE 


W adsworth-Hadley Arvin Industries 


Elmer C. Jorgensen is now merchan- 
dising manager of the radio-TV division 
of Arvin Industries, Inc., Columbus, Ind., 
according to Paul W. Tanner, general 
sales manager of the division. He was 
formerly district manager in _ southern 
California. 














Ralph Destino, general sales manager of 
Elgin American and Certina Watch Divi- 
sions, Illinois Watch Case Co., Elgin, IIL, 
has announced two appointments. Gor- 
don W. Barr of Sylvania, O., is now sales 
representative for Michigan. Sherman 
Garfinkle, Detroit, Mich., who formerly 
had the territory, has been named Detroit 
sales representative. 


Lowell F. Halligan, vice-president of 
sales, Hamilton Watch Co., has announced 
the appointment of William R. (Bill) 
Keller as the new Hamilton-Illinois watch 
salesman in the Iowa territory. 


BILL KELLER 
Hamilton 





Theodore R. Schwalm, manufacturer of 
watch dials, 523 S. Lime St., Lancaster, 
Pa., has announced the promotion of 
Richard S. Bowers, Lancaster R7, as 
general manager of all company opera- 
tions. 














EDWARD A. DILLON 
John T. Courtney & Co. 


RICHARD S. BOWERS 
Theo. R. Schwalm 


Edward A. Dillon of Tallahassee, Fla., 
has been appointed southern representa- 
tive for the John J. Courtney & Co., 428 
Fifth Ave., N. Y. C., it was announced 
by John J. Courtney, president. 


Arthur A. Brandt, department sales 
manager of the General Electric radio and 
television department, has announced two 
appointments. 

G. S. Perkins, former manager of the 
supply sales division of the G. E. Supply 
Co. at Chicago, has been named district 
manager of the Los Angeles, Calif., office. 
H. G. Randolph, who has been filling 
the district post at Los Angeles, has been 
transferred to Houston, Tex., as district 
manager. 
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Increase Your 





STERLING FLATWARE SALES 








With This Most Useful Loose Leaf Book 
COMPLETELY REVISED EDITION 





With Binder $2Q)°° 
Without Binder 9] 500 


Actual size of book, 
13"x9". 
Teaspoons are shown 
actual size in book. 


It's complete with full sized illustrations of all Sterling Flatware 
Patterns of the leading manufacturers in this country. 


ACTIVE—INACTIVE—and OBSOLETE 
with the names of the patterns listed alphabetically. 


Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 
terns—active, inactive and obsolete patterns. 


Illustrations are beautifully done, in full size, 


and printed on fine coated paper. The 


All Books Sold Remittance With Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


WARE PATTERN INDEX. 


With Binder $20 Without Binder $15 





Enter our order for a copy of THE STERLING FLAT- 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. 


In daily use by jewelers everywhere, this book 
has proved its value as an essentia! reference 
volume, invaluable in operating a Sterling 


Silverware Department. 





FOR THOSE WHO ARE USING THE BOOK 


Revision Sheets containing the many new 

patterns added by manufacturers since 
i 1951 and a complete new alphabetical 

listing of all pattern names and manufac- 
i turers are now available at 


Revision 
Check or Money Order ao 7 - a ' soned is enclosed h $5.00 a set 
DP Eithnhs +++ ssn pieiatineieeneenseNeueeNenin Postpaid 
TT ATO TD TT TET { Instructions for inserting these Revision 
eal Zone......State....... Sheets into your copy of the INDEX are 


included with each order. 


























THE JEWELERS’ CIRCULAR-KEYSTONE 
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Cod Toe Beeelucionss. 


NOTE: Usually the material on this page is directed to the retail jeweler, 


This month, however, the message is beamed to those thousands of 


new employees who, during the next two months, will provide 


retailers with the extra holiday help they need. 


WELCOME! 


You may be a bank teller spending your pre- 
holiday, after-hour time as extra holiday help in 
your local jeweler’s store. You may be a house- 
wife or a school teacher devoting afternoons during 
the next six weeks to serving behind the counter. 
You may be a young girl or man, to whom the 
Christmas buying rush in jewelry stores is offering 
an initial taste of selling that will develop into a 
lifelong career. 


Regardless of your background most of you will 
have one thing in common. Each of you, as you 
step behind the jewelry store counter for the first 
time will be “frightened.” 


This is natural—and good. It is a normal 
reaction to your suddenly being surrounded not 
merely with expensive merchandise, but with items 
which represent the creative ability of thousands 
of artists and craftsmen whose works of art have 
come from all corners of the world. 


Now this very feeling of awe which you expe- 
rience will actually work for you during your 
service in the jewelry store. For, this same reaction 
will occur among those who approach your counter 
during the next few weeks. These customers will 
see you, aS you now are, a part of one of the 
world’s oldest and most respected trades. 


As one in the jewelry business it will be your 
privilege to sell, not just pieces of merchandise, 
but gifts which will serve as symbols of love, af- 
fection and friendship. It will be your pleasure to 
counsel on the selection of pieces, which will convey 
life’s finer emotions. 


You personally, have already experienced the 
human emotions which activate the desire for 
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jewelry, for you have given or received jewelry 
store items yourself. This is to your advantage, for 
it is as important to love the merchandise you are 
selling as it is to know it. Of course, the better 
you know it, the more effective will be your selling 
efforts; for there are practical considerations in 
the selection of a gift regardless of the emotional 
drive behind the need. 


Because of this practical aspect of selling, we 
are presenting to you, in this issue, highlight infor- 
mation on the various lines and items found in the 
average jewelry store. 

These articles are not technical, they are not 
detailed treatises, they are not scholarly presenta- 
tions. They are streamlined courses easy to under- 
stand and apply. They provide background material 
which will give you that confidence you want when 
you face the prospect across your counter. 

We are sure it will make fascinating reading 
for you. We believe it will enable you to offer a 
more sparkling, better informed sales talk as you 
present the fine merchandise you are now priv- 
ileged to offer. 

We think it will help you to several weeks of 
exciting experiences which you will later on look 
back upon as having been fun. 


Good luck to each of you. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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TIME TO 


Step up just one of every five flatware custom- 
ers, and you can DOUBLE your quality silver- 
plate sales! Recent industry figures prove it. 








And—the easiest way to step-up sales in 
silverplate is the 1847 Rogers Bros. way! Be- 
cause 1847 Rogers Bros. is the most-wanted, 
fastest-selling line—by a wide margin. 








1847 ROGERS BROS. TV PROMOTION NEWS! 


Americe’a Wi ‘lvernlate Television is one of your BIG ‘‘1847”’ demand-builders! 
aaetOs ® FaNeee sil nt P TV spotlight item this month: 52-piece (Heritage pat- 
The top-quality line tern) service for eight in drawer chest... $79.75 retail. 
with the top-profit margin! Will be presented on new ‘‘1847” hit show—‘‘My 


* 3° * >. 
A product of The International Silver Company Favorite Husband, and in Magazines. 


Tune in! Tie in! ‘‘ MY FAVORITE HUSBAND,” selling for you over CBS-TV stations! 

















CONCENTRATION? fivcrwanec 

, @ SILVERWARE CUSTOMERS 

IMPACT! IN THEIR BEST-READ MAGAZINES 

SOLID SALES SUPPORT? fiiinc season 
@ SELLING SEASON 


That’s COMMUNITY’s 1953 Christmas present 
to you this November and December! 
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ADVERTISED IN 
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It’s a great climax to a tremendous advertising 
year in Community history. 

And that’s why alert jewelers continue to tie in 
their advertising with Community’. . . 

the silverware whose patterns continue to top all 
others in popularity. 
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12 full-page ads, 10 in full color, includiy 
8 covers (7 back covers) with Community’s famow 
Jon Whitcomb illustrations will work for you 


in 7 tops-with-young-homemakers magazines 
the magazines over 90 million readers (many 
your home town) see every month! 


COME ALONG WITH 


COMMIT 


THE FINEST SILVERPLATE ~ 
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